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products for long, 
four infant product’s 


CREATIVE STYLISTS AND Q@MNUEACTURERS O 
FOLDING CARTONS, COUNTER WINDOW DISPLAYS 








In direct contact with a product, from the day it is packed until 


the moment the package is opened, the liner in a metal cap should be made of the purest 
raw materials obtainable. Tear apart the liner in a Phoenix Metal Cap. You will find clean, 
white virgin spruce pulp board or felt; coated two-side oil or black paper; heavily impreg- 
nated wax paper; odorless and tasteless adhesives. All of these materials are laboratory 
tested ... the finest that money can buy. They assure a "safe journey” for your product 


between your plant and the home of the consumer. 
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Watch Your Shape 

New Ford Packages 

Devising the New—After 36 Years 

Designing for Product Expression.................-. 
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The NORMANDIE; speed queen of the Atlantic 


Standard-Knapp Case Sealers just as far ahead 


STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 33rd Street 208 W. Washington Street 1001 Society for Sav. Bldg. 909 Western Ave. 2 
LONG ISLAND CITY, N. Y. in Or NET@) CLEVELAND SEATTLE : 


420 S. San Pedro St. 189 Second Street Windsor House, Victoria St. 
LOS ANGELES SAN FRANCISCO MO) 1010) \ ay Lee Nal) 
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LACQUER 


LOATED 
PAPER * 


‘rom manufacturer — to wholesaler > 
to retailer — to consumer, your package will retain its original brilliance—to the 
very end—if it is lacquer coated. ... Lacquer’s glass-like finish repels dirt, dust, 
water, grease, and fingerprints. Lacquer preserves the factory freshness of the 
product...adds brilliance, attractiveness, and lasting newness to the package. ... 


Ask your paper or package maker about lacquer-coated papers and packages. 


(OMMERCIAL SOLVENTS (ORPORATION 
230 PARK AVENUE, NEW YOR, FB » ee 


Note: While Commercial Solvents Corporation does not manufacture lacquer, 
it supplies the coatings industry with important materials—Butanol and Butyl 





Acetate C. S. C.— which are determining factors in lacquer quality. 


x 


This advertisement 
has been lacquer-coated by the KITT- 
LACO Process. Notice the brilliance and 
smoothness of the lacquer finish. Test it. 
Pour water onit. Rubit with grease. Then 
wipe it off. ... Lacquer can be applied to 
most any paper before or after printing. 
The result is the same ...a reliable dur- 
able protection fer package and product. 








NOW COMBINED 4 Ze 
PNEU-TITE WAX WRAPPER / 


Now Pneumatic announces a development that means 
greater protection for your product—at lower cost! Pneu- 
matic has combined the recognized advantages of tight 
wrapping and wax wrapping — offering the protection of 


PNEUMATIC 


both in ove wrapper! It does away with the need and ex- 
pense of two separate wrappings while it makes possible an 


-even better package. 


Educator “CRAX” are now kept fresher and crisper 
than ever before by this new “two-in-one’’ protection. 

We have just prepared a novel bulletin on this new de- 
velopment —the complete story of this combined tight- 
wrap, wax-wrap method printed on the inside of an actual 
sample of this new ““CRAX” wrapper. Mail the coupon! 





PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 
Branch Offices in New York, 117 Liberty Street; Chicago, 360 North 
Michigan Avenue; San Francisco, 320 Market Street; Los Angeles, 
443 South San wre Street; Melbourne, Victoria: se N.S.W. 

and No. 41 Whitehall, London, Ss. W.1 


PNEU-TITE WAX WRAPPER. 
Name 


Address 


PNEUMATIC SCALE CORPORATION, LTD. 


71 Newport Ave., Quincy, Mass (Norfolk Downs Station) 


Please send me the combined sample and bulletin on the 
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Folks Aren’t Riding Any More with Molly 


We hesitate to suppose that there are some wrapper printers still 
trying to sell the work of presses as antiquated as this high-bosomed 
old hansom, but we do know that a lot of converters are losing orders 
because their slow or inaccurate equipment can’t. compete with 
Kidder’s new high-speed, multi-color ‘‘Three Point’ rotaries. @ It 
seems to us that a converter can do a better job of persuading new 
business with prices based on 5,000 to 15,000 5-color (or more) sheets 
an hour than he can trying to amble along with presses still in the 
hansom cab era of printing press performance. Especially when the 
accuracy of the work — ink distribution, register and impression — 
is as good as the slower press could possibly produce. @ But a lot of 


wrappers in a hurry isn’t the only money-saving plus in favor of our 


MACHINERY FOR PRINTING WRAPPERS, CARTONS, LABELS » BRONZERS 
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“Three Point” rotaries for printing transparent cellulose, glassine, 
wax paper, parchment, foil, cardboard, gummed paper, or what-have- 
you. Regulate ink distribution without roller gauges or bumping — 
a patented form roller setting device simplifies the job. Split the 
fountains and get as many colors as you want. Run 3 or 4 shades of 
one color to accommodate combinations of solids and varying tints. 
Push through a gang of little jobs together, and save on paper, plates 
and make-ready. @ Kidder Presses are used today in producing 90% 
of all wax bread wrappers, 60% of all vegetable parchment, 20% of all 
transparent cellulose. Kidder machines also do 75% of all bronzing. 
There’s a type of Kidder Press for nearly every wrapping paper 
requirement, and ‘Three Point’ engineering provides the happy 


combination of sales-worthy presswork and buy-worthy prices. 


.. » Send it to KIDDER 





U. P. vi. 








with problems relating to printing. 
letter to one of our offices (Dover, N. H., 


New York, Chicago, Toronto), outlining the 


is a phrase to be remembered in connection 


From a 


kind of printing jobs you're after, we'll be 
able to suggest machines for your fulure profits. 


SPECIAL PRINTING MACHINERY FOR INDIVIDUAL PACKAGING JOBS 
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Quick facts about 


Anchor-Gapstan 
Service for 
packers in glass 


Name any product... and you 
will find an Anchor Closure de- 
signed to seal it properly, con- 
veniently and attractively. 
Anchor's line of caps, made of 
tin, aluminum and plastics, is 
the most extensive available. 
It includes air-tight, cover, and 
vacuum types of caps, sup- 
plied gold lacquered, with col- 
ored lacquers and coatings or 
with private decorations, as 
well as sealing equipment for 
the application of many of 
them. 
* * 
From Capstan and Salem glass 
factories come fine glass con- 
tainers for the broad field of 
packaging—for foods, drugs, 
cosmetics, wines and liquors, 
chemicals and insecticides, 
polishes, specialties of all 
kinds. 
* * * 

As to sales and service, the 
Anchor-Capstan organization 
blankets the U. S. and Canada, 
with branch offices in all prin- 
cipal cities and each staffed 
with qualified packaging en- 
gineers—men of long experi- 
ence in the problems of seal- 
ing, of high speed production 
and of packaging—prepared to 
make unbiased recommenda- 
tions of suitable glass contain- 
ers and closures. 


* * * 


Back of the field organization 
are further Anchor-Capstan 
services at your disposal 
whenever you may require or 
desire them... our chemical 
and biological laboratories, our 
research staff, package design 
service and engineering de- 
partment... all to insure you 
the best, most efficient and 
economical packaging results 
for your own particular con- 
ditions. 


ANCHOR-CAPSTAN 


He GLASS CONTAINERS A CLOSURES 


‘fe SEALING EQUIPMENT 


He RESEARCH He PACKAGE DESIGN 
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She’s not supposed to know anything about 


packaging but if you want to know why 


we say “Let’s be practical about packages’— 


She’s Mrs. Typical Consumer, this lady, and she’s really responsible for 
most of the purchasing done throughout the land. Much of this total volume 
consists of foods, drugs, cosmetics and specialties packed in glass. If you 
asked her what she thought about practical packaging, she couldn’t give 
you much in the way of technical advice but she would tell you in no un- 
certain terms what she likes about some packages and why she won’t buy- 
others. She’d demand convenience, sure, and that without a broken nail, 
a cut finger or a frayed temper. She doesn’t particularly care for a glass 
container to have an afterlife as a flower pot or an umbrella holder, but 
does expect it to be strong enough to stand a reasonable amount of abuse, 
to show the product up clear and appetizing-looking. Strangely enough, 
the tricky, overdressed packages that bring tears to some artists’ eyes 
leave her cold. She won’t necessarily glow enthusiastically over the simple, 


dignified, attractive package. She just buys it. 


If you are interested in practical packaging—protecting them, beautifying 
them and making them convenient—an Anchor-Capstan packaging engi- 
neer will be glad to work with you and give you the benefit of our quarter 
century’s experience in gauging consumer reaction in literally millions of 
instances for thousands of different products from one end of the country 


to the other. 
* * * 


This advertisement ts published in the interests of prac- in the following cities: Atlanta, Baltimore, Boston, Chi- 
tical packaging by ANcHor Cap & CLosurE Corpora- cago, Cincinnati, Cleveland, Denver, Detroit, Houston, 
TIon, Long Island City, N. Y., Capstan Giass Com- Los Angeles, Louisville, Montreal, New York, Phila- 
PANY, Connellsville, Pa., and its associate company, delphia, Pittsburgh, Rochester, St. Louis, San Francisco, 
SaLem Grass Works, Salem, N. J., with branch offices Seattle, Toronto. 


Anchor-Capstan 








National Model MH Bond filling & 


weighing machine shown is ideal for 


either free-flowing or sticky material. 
Feeding is Auger type. Machine will 
handle cans, canisters, bags, bottles or 
powder pouches. It is highly flexible 
handling almost any kind of material 
in quantities of 1 oz. to 10 lbs. Con- 
veyors can be arranged to suit your 
convenience. Floor space required: 


4 feet 2 inches by 6 feet. 


DOUBLE LINE FILLING 
CUTS COST.IIN TWO 


‘ 


By its construction with two filling spouts, this 
machine handles a double line of containers. 


You cut costs because only one operator is needed: 
the wages of a second operator, required if two single- 
spout machines are used, are saved. 


You eliminate the amount of space usually required 
for two machines as both spouts are built into the 
one machine: floor space is saved. 


Less power is consumed by this machine: you save 
because only one power unit is needed. 


Where high accuracy in the filling of materials is the 
primary consideration, the filling spouts may be ar- 
ranged in tandem, the first spout filling the bulk load 
and the second spout dribbling a fine stream to in- 
sure exact weight. 


Send us samples and information regarding the ma- 
terial you pack or are planning to pack, and check 
your operating costs with those of this machine. 
Write us today for full information. 


NATIONAL PACKAGING MACHINERY CO. 


DIVISION OF 


UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 


New York Office—30 Church Street, Room 436 


459 WATERTOWN STREET, NEWTONVILLE 


BOSTON, MASS. 
Chicago Office—53 W. Jackson Blvd., Room 447 


London Agent—C. S. Du Mont, Ltd., Windsor House, Victoria Street, London, England 








NOTICE TO THE TRADE and users of “‘“NATIONAL” machines and machines made by United States 
Automatic Box Machinery Co., Inc—Bond Weighers, Scott Scales and Feeders, T U Transfers, Liners, 
Wrappers, Carton Sealers made by United States Automatic Box Machinery Co., Inc., and Cartoning Ma- 
chines made by United States Automatic Box Machinery Co., Inc., bearing PACKOMATIC name.plates: When 
servicing and repair parts are needed, contact our home or branch offices as we always have been the only 
manufacturer and are now the sole manufacturer and distributor of these machines. Write for our latest folder. 
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Through these 


TOTO) >< 
Pass 10,000 


people a year 


...every one a PACKAGE USER 


From all over the world they come... from every state in the union, these active, busy people whose busi- 
ness involves packaging. And, in our Permanent Packaging Exhibit, they find the answers to their troublesome 


questions; the ideas that will blossom into sales for machinery manufacturers and material suppliers. 


As a measure of the constantly growing trust which packagers place in their magazine, Modern Packaging, 


this stream of people is unequalled. 


It costs thousands of dollars annually for Modern Packaging to maintain this service—in rent, in salaries 
and in promotional costs—but we find it worth every penny because it completes and supplements the services 
of Modern Packaging itself. By giving us a closer bond to our readers, it provides a similar bond between those 
who read and those who advertise in Modern Packaging. 
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495 FOURTH AVE. NEW YORK, N. Y. 
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ANOTHER INDusStRY MODERNIZES! 


Brewers and Soft Drink Makers are recognizing the Adver- 
tising and Sales Value, Convenience and Economy of the 


NEW BLISS 
DELIVERY BOX 
for 
BOTTLED 
BEVERAGES 














BOTTLES 
SINCE 1868 


ldbru= 
_ BEER a 


_ Detroit Brewing Co... 


Compare this strong, light, 
attractive 


BLISS J|DELIVERY BOX 


made of solid fibre board, 
with the present plain, 
heavy wood or metal boxes. 











Compare its Advertising and 
Display Value. 


Department that may be improved or changed 


to his advantage either for greater efficiency 


This covered BLISS BOX protects the con- 
tents from light, and displays brands to 
and is or economy. 
The Dexter Folder Company maintains a 


corps of Engineers who are available for 


the best advantage. Costs less 


more 
It is 


used and reused many times. Far 
economical than wood or metal boxes. 
making a survey of your packing and ship- 


They can determine the 


delivered flat and set up in quantities as 
ping departments. 
most economical methods of protecting your 


needed. 
This new delivery box is one more example of 





Every manu- 


the utility of BLISS BOXES. 


facturer has some condition in his Shipping 


goods while in storage or transit—when they 


are no longer under your control. Write us. 


DEXTER FOLDER COMPANY 


Bliss, Latham, and Boston Wire Stitching Machinery for All Types of Fibre Containers 


28 WEST 23rd STREET, NEW YORK, N. Y. 


BOSTON 


185 Summer St. 


PHILADELPHIA 


CHICAGO 
5th and Chestnut Sts. 


117 W. Harrison St. 


CLEVELAND ST. LOUIS 
1931 E. 6lst St. 


SAN FRANCISCO 
LOS ANGELES-SEATTLE 


2082 Railway Ex. Bldg. 
Harry W. Brintnall Co. 
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As important as the product itself is a con- 
fidence-compelling package that sets your 
product apart...a silent salesman that 


overcomes INDECISION. 


Write at once for sample cartons of many 
famous, fast selling products . . . made from 
our high quality clay coated board, brilliant, 
immaculate and so finely finished that it re- 
quires no embellishing cover of any kind. 


An expertly staffed art department is anx- 
ious to serve you (without cost) in the design- 


ing of EYE APPEAL cartons that sell. 





SPECIAL NOTICE 
Protect your product against coun- 
terfeiting. Use Patented Process 
Counterfeit-proof board cartons. 
Complete information on applica- 

tion. 








CARTON 
MAKERS 


ro the 


ee - DRUG 
nINE : Alka-Seltzer INDUSTRY 


TOOTH PASTE 
ERT PranMacaL, 


COMPANY, ™ 
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Phillips 
Tooth Binadey 











‘Th PRPSOMnNT co. Smad, 


AMERICAN COATING MILLS Ine. 


CARTON DIVISION 


NEW YORK CITY ELKHART, INDIANA CHICAGO 
22 East 40th Street . Wrigley Building 
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The sailfish strikes! He can’t resist the lure of 
fascinating form and color. . . . And so it is with 


your friend John and our friend Mary. Just let 


\ 
them glimpse the colorful beauty of molded 


\ 
Resinox and they’re sold. Resinox is the modern 


\ 
molding material for packages of distinction. 


RESINGX 


MOLDING COMPOUNDS - LAMINATING VARNISHES 
* MOLDING RESINS - 


For complete information concerning Resinox molding materials, please write 


RESINOX CORPORATION, 230 PARK AVENUE, NEW YORK, N. Y. 
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FOR SALAD DRESSING AND MAYONNAISE PRODUCTS 


caled 
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SELK ES 


“WHITECAP a “Vac ing. a —  &—Combination Topseal 
preserves mayonnaise ea and sweet— = and Scréwcap 
free from rancidity and oxidation—pro- — B—Topseal 
longing its life and eliminating returns. - \ '@—Whitecap © 
D—Double Shell Whitecap 
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Seaton New York CHICAGO London, aren Press on 








USE YOUR CATALOG... 





TO FIND NEW MATERIALS 


Scan the advertising pages carefully, study every 
new product—every important advance in the packag- 
ing business is advertised on the pages of the Packaging 


Catalog. 


TO LEARN ABOUT MACHINERY 
Read the machinery sections in the front of the book. 
Every known process, every established and newly de- 
veloped use for packaging machinery is fully described. 
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TO DISCOVER SUPPLY SOURCES 


Read the advertising pages again, then turn to the big 
Buyer’s Directory, beginning on Page 133. There is 


nothing you can want that isn’t listed. 


TO IMPROVE PACKAGING METHODS 


Read of the qualities and descriptions of materials, 
machinery, processes and their applications—a_ veri- 
table education on the business of packaging. USE 
YOUR CATALOG. 
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The importance of original freshness is paramount in the packaging 
field. In some localities your products may not move as fast as 
they do in others. Few people will point to a soiled package and 
say, “I want that.” They will select a package that is attractive. This 
may be your competitor’s. 


EGYPTIAN Lacquer, the “Durability That Preserves Original Fresh- 
ness” is the answer to your problem. Even though’your competitors 
may be using it, you can at least be on an even footing with them. 


EGYPTIAN Lacquer is the same durable cellulose finish now used on 
a host of industrial products including furnituge, motor cars, refrig- 


od hs ii naa erators, etc. It is unaffected by alkalies and alcoholic beverages . . 
i 3 ei ot PS eit 


sopra AG Berean It dries immediately and stays dry ...No further action results 
from damp or warm weather... It is water-white and does not 
discolor paper and light shades of ink . . . It does not become tacky, 
and it does not mar or scratch easily. It is durable! 


Detach and mail the post card today. Further details will be sent to you. 


The EGYPTIAN LACQUER MANUFACTURING CO. 
90 WEST STREET, NEW YORK 


aD. : ee, * THIS INSERT IS TREATED WITH ONE COAT OF EGYPTIAN PAPER COATING LACQUER 
WB uteher 2 —— 
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Packaged in Bags by Royal, Transparent Steno-Cuffs manufactured 
by the Betty Ann Company are given the full sales benefits of 
visibility, are completely protected and delivered to their users 
fresh, bright and sparkling. 


The bag used for Transparent Steno-Cuffs is the Royal flat all- 
Cellophane type, ideally suited to such articles. This is but one of 
many styles of Bags by Royal. An extensive variety is available 
for a host of products which can profit by their protection and 
attractiveness at the point-of-sale. 


The Royal Package Development Department will gladly suggest 
the proper and most economical bag for your product. Write today. 


THOMAS M ROYAL & CO 


PHILADELPHIA USA 


NEW YORK CHICAGO DETROIT PITTSBURGH BOSTON 
ST. LOUIS MINNEAPOLIS SAN FRANCISCO DAYTON SYRACUSE 
FORT WORTH ATLANTA HOUSTON 





For nearly half a century, CCS has 
specialized in the science of sealing glass containers. 
Through years of research and testing, it has developed 


caps and closures which provide the best possible protec- 


tion for each particular kind of glass packed product. 
You can safely entrust the quality and reputation of 
your product to the protection of CCS caps. For CCS 
SCREW CAPS has the competence which comes from long experience. 


.. different SCREW CAPS LUG CAPS CROWNS DOUBLE SHELL CAPS 
nell Munaer VACUUM CAPS Vv. P.O. CAPS MASON CAPS CAPPING MACHINERY 


CROWN CORK AND SEAL COMPANY ¢ BALTIMORE, MD. 


bW,, 
Wald Lesgast Micha of, Coancae ifr Gee Caan 
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AND IT’S 
ADJUSTABLE 


FOR A WIDE RANGE 
OF CARTON SIZES 
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ADJUSTABLE—that’s why this PACKOMATIC machine 
is so readily adaptable to the requirements of most every 
packer, large or small. 

You do not invest in change parts for the several different 
size cartons—you save time when changing from one size 
package to another—and most important, you produce 
better packages at lower cost. 

The Haserot Company, Cleveland, finds this machine very 
practical for packaging “Mello Cup” coffee. Bags are in- 


| 





Let us consult with you on any of 
your packaging problems. It may 


serted in bottom sealed cartons and after the filling operation pay you to investigate the com- 
a unique mechanical device neatly folds the top of liner and plete PACKOMATIC line, but 
interleaves with the carton flaps, producing tightly sealed you will not be obligated. 

packages. WRITE - - WIRE - - PHONE 


ey ee NC CONIANTIIC 


11 W. 42nd St. 
NEW YORK CITY 


sesswse PACKAGING MACHINERY 


430 Howard St. 


SAN FRANCISCO,CAL. J, L, FERGUSON COMPANY, JOLIET, ILLINOIS 
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PACKAGI 


G SERVICE 


THAT FEATURES UNUSUAL FACILITIES PROVIDED BY THE 
PACKAGING RESEARCH DIVISION 


@ Containers, closures, cases— Owens-Illinois Com- 
plete Packaging Service makes them all available 
through one responsible source of supply—saving 
time and money, assuring greater satisfaction. In 
addition, the trained technicians of our Packaging 
Research Division work in an endless effort to in- 
crease the profits of those who package in glass, and 
to show those who are still putting off the day they 
will change to glass how they can improve their 


sales by adopting the modern glass container. This 


division brings to hundreds of manufacturers new 
short-cuts in packaging procedure, new improve- 
ments in closures and liner materials, new ideas in 
effective label treatment and in every other phase 
of marketing in glass. If you package in glass, be 
sure you are fully conversant with the “extras” pro- 
vided by the Owens-Illinois Packaging Research 
Division. These services are usually cost free. They 
are as close to you as your telephone. Simply call the 
nearestoflice of Owens-IllinoisGlassCompany, Toledo. 


OWENS-ILLINOIS 


@ THE STREAMLINE, AT THE 

LEFT, AND THE CLASSIC 

ARE TWO ATTRACTIVE DE- 

SIGNS RECENTLY CREATED 
BY OWENS-ILLINOIS. 
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NEW 


IONA PACKAGES DRAMATIZE 


A&P CONSUMER SERVICE 


“Grocery Chain Sales Rise in March. 


by Marcy Kabbitt 


“Daily average sales of chain grocery stores for March, 19.35. showed 


an increase of I per cent from March, 1934, and about 12.5 per cent 


from March, 193.33. **Sales volume for the first three months of 


1935 were 3.5 per cent higher than for the corresponding period 


in 19.34.°° 


HIS is an item which appeared in the financial sec- 
tion of the New York Herald Tribune on. April 24, 
1935. It indicates steady progress in chain store selling. 
It would be interesting, therefore, to note the recent 
packaging development of America’s largest chain— 
The Great Atlantic & Pacific Tea Company—and to 
show how a packaging change may serve to dramatize 
the A & P services to its patrons, and thus throw a new 
light on the sales statistics as above noted. 

Last fall A & P commenced the redesign of the Iona 
private brand. This line of canned vegetables and 
fruits consists of almost forty packages in various sizes, 
and they called in Egmont Arens, the well-known indus- 
trial designer, to do the job. 


I saw some of the new packages in one of the A & P 
stores for the first time some months ago, and what a 
difference! The old packages were distinctly unappe- 
tizing, with a poorly printed vignette of the contents 
against a dull green background. The main character- 
istic of the old design was a cigar-store Indian head— 
not a particularly modern feature in today’s market. 

A wholly different approach to the problem of inter- 
esting the consumer is manifested in the new packages. 
These are entirely modern in feeling, strikingly colorful, 
with emphasis on the appetite appeal. They look well 
not only on the store shelves, but also at home in the 
kitchen pantry. The vegetables and fruits on the pack- 
ages have been drawn in a new lively technique of 
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bright color against a black background. The result is 
a package which is charming, harmonious and extremely 


decorative. 

The old Iona label had been doing duty for a long 
time. The fact that after all these years the package 
has been redesigned promised the basis of an interesting 
story. So I went to see Egmont Arens, who has rede- 
signed many of the A & P packages, to get a glimpse of 
the thinking that went into this redesign job. 

Mr. Arens told me that before deciding on the design 
strategy, an intensive research work was done. All the 
latest and best labels were assembled. Competitive 
labels were compared and studied for their possible sell- 
ing value in the chain stores. Mr. Arens continually 
emphasizes that the ultimate aim of all package design 
is to sell merchandise. He feels, therefore, that any de- 


sign for selling must take advantage of the most recen| 
advances in selling methods. Speed in delivering th 
selling message is a prerequisite of modern merchandis 
ing. Effective selling in the chain stores requires a 
“team work of packages, with each filling its proper place 
in a definite merchandising scheme.” 

In undertaking this work, Mr. Arens commenced with 
the premise that redesign had to go beyond mere surface 
decoration of the package. While the old packages had 
carried no message other than the designation of the 
product, it was decided that the redesigned packages 
should have (1) high visibility, (2) appetite appeal, (3) 
dramatization of A & P service. 

An excellent opportunity presented itself to tie in the 
Iona line with the A & P Kitchen where all A & P prod- 
ucts are tested to make cer- (Continued on page 81) 
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HE saying that there is always room 

at the top has been exemplified again 
by the success attending Edward Hack, 
Ltd., of London, England. Starting 
from zero and muscling in on an already 
crowded field of well-entrenched manu- 
facturers of shaving and tooth brushes, 
Mr. Hack, an optimist brimful of ideas 
and with the power of carrying them out, 
soon gave his competitors ‘‘furiously to 
think.” In the space of a few short years 
he has made a striking success of his 
business—a success due to novelty of 
products allied to smart packaging stand- 
ardized, to a large extent, in black and 
white for coloring. 

Manufacturers had been content to go 
on producing a more or less set type of 
shaving brush as long as one can remem- 
ber, and seemed perfectly satisfied with 
what they were doing. Along came Ed- 
ward Hack to visualize the disadvantages 
of the design and determine to go one 
better. He produced a brush with a non- 
splitable molded handle, grooved for the 
fingers and so shaped that lather will not 
accumulate near the butt end and gather 
to itself dust to form a dirty deposit—as 
is the case with the ordinary type of handle. Then, as 
accidents occur sometimes to shavers with the steadiest 
matutinal hand, Hack added a first-aid outfit in the 
form of a styptic cone fitted to a base easily screwed in 
and out and forming part of the butt of the handle. 
Next, he provided that the brush should hang vertically 
in order to drain, by adding an obtuse-angled screw 
hook that fits into a hole in the upper part of the handle. 
All these brushes, in a wide price range, are fitted with 
pure bristles or badger hair—no common goat or horse 
hair being used—and to calm the public’s qualms re- 

































garding possible dreaded anthrax the brushes are twice 
sterilized. Finally, came a touch to make this brush 
supremely attractive and a unique product anywhere. 
After much scouting round Hack found a first-class in- 
surance company willing to issue a policy insuring each 
purchaser of a brush for £500 against the risk of death 
from anthrax caused through the use of the ‘‘Anti- 
Thrax”’ brush. 

Mr. Hack also turned his attention to the tooth 
brush market, where also his many competitors seemed 
well-armed against all attacks. Here, under the same 
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brand name of Anti-Thrax, he has scored heavily by 
offering an anthrax insurance policy for £500 also. 
He has gone further than his competitors in the presen- 
tation of his brushes to the public. Other manufac- 
turers have mostly been satisfied to pack each brush 
in a carton with a transparent paper window. The 
Anti-Thrax brush is sold in a patent cover consisting of 
a transparent waterproof cylinder of flexoglass covering 
the bristles and unscrewing in the middle, which dis- 
courages the testing of the hardness of the bristles in 
the store by the unhygienic method of running the 
finger along them. Likewise, the particularly finicky 
user can preserve the case, replace it and screw it up 
tight after completing tooth-brushing operations. The 
handles of these brushes are of assorted bi-colored cellu- 
lose acetate and, of course, they are designed to hang up. 

While the achievements of Edward Hack in the 
shaving and tooth brush fields have been notable, 
more outstanding still has been the way in which he has 
carved out for himself a big slice of business in a com- 
paratively new field, and his success here has been 
largely the result of striking packaging. His first idea 
was almost an outgrowth from the shaving ritual. A 
styptic is often useful to stop bleeding but frequently 
the iodine bottle is not sufficiently handy to allow the 
shaver to reach for it in a hurry when time is limited. 
So Hack decided to make this easy. He designed a 
black and white molded plastic pencil in two compart- 
one containing the styptic, and the other, ordi- 
This met with striking success 


ments 
nary tincture of iodine. 


For further protection and for dealer con- 

venience, distinctively designed boxes are 

used by Edward Hack, Ltd., for products 
which are, in themselves, packages 





MODERN PACKAGING 


as the handy combination was new. Then he had the 
second thought that there was a large market among 
women users and he went after this As women, some- 
what naturally, object to the staining properties of io- 
dine and yet are subject to mosquito and insect bites, 
he removed this objection by putting on the market a 
pencil with styptic and stainless iodine. Then Hack 
went after the women’s custom again with a ‘‘Headache 
Outfit.” This is a pencil with eau-de-Cologne in a 
phial at one end and aspirin in another phial at the 
other. Incidentally he is very proud of his eau-de- 
Cologne which he declares is equal to the best on the 
market. Now, here is a brainy touch. He noted that 
certain people have difficulty in swallowing the ordinary 
sized aspirin tablet, so he had specially compressed 
tablets made containing the normal dose of five grains 
but easy to get down the throat. 

Still going out for women’s custom, he next produced 
a ‘Beauty Outfit.”” At one end of this pencil a lipstick 
is screwed in—light, medium or dark in shade; at the 
other there is a phial of perfume, of which the customer 
has a choice of twelve kinds. This means that the re- 
tailer can ring the changes on a range of thirty-six 
combinations. 

Mr. Hack is now at work extending these lines. He 
is bringing out a pencil for the sufferer from the ‘“‘com- 
mon cold.’’ This contains an inhalant in one compart- 
ment and aspirin in the other. Another pencil still is 
to offer the purchaser a choice of aspirin or cascara. 
Further ideas will be developed in due course. 

The appeal of these pencils is to the masses. Hack 
believes in keeping prices low and getting a bulk trade. 
They can be classed in the ten-cent trade retail, as they 
are being sold in the general and drug field by big chain 
organizations like Woolworth, (Continued on page 80) 
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She MATERIALS OF PACKAGING 


This is the tenth of a series of articles planned to better acquaint the user of packages 
and package materials with the processes by which they are produced and the factors 
that enter into their specifications and purchase. Previous articles have dealt with Glazed 
and Fancy Papers, Glass Containers, Folding Cartons, Aluminum Foil, Tubes and Contain- 
ers, Printed Paper Bags, Set-up Paper Boxes and Shipping Cases. 


In this article we deal with metal and molded caps and closures. For the photo- 
graphs herein and for much of the information upon which this article is based, we are in- 
debted to the Closure Service Company. 


METAL AND MOLDED 
CAPS AND CLOSURES 


O visualize the first closure one must imagine 

primitive man using what nature provided. The 
earliest known crude containers were water bags of 
goat skin and primitive pottery made in the form of 
jugs, which required some form of seal. Pieces of 
skin were tied over the openings, plugs of earthenware, 
and beaten metal covers were used, specimens of which 
can be found in our museums. A subsequent means 
of closing receptacles was with cork. This substance 
was known to the ancient Greeks and Romans, the 
latter using it as a stopper for wine containers, and 
covering the cork with a compound of pitch, chalk, 
and oil to create an air-tight seal. Cork, as we know 
it for stoppers or corks, was not generally used for 
closing bottles until near the end of the seventeenth 
century. It was at this period that the manufacture 
of glass bottles was beginning to develop to a con- 
siderable extent, there being at that time thirty-nine 




































First step in closure manufacture is to apply 
the decorative and protective coating or 
lacquer to the metal sheet. If the closure 
is to be plain (i.e., solid color without 
trade mark, wording or design) the coatings 
and lacquers are applied in machines such 
as these and then baked dry in passing 
through the long ovens 
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Private design and decorated caps are 
made from metal that has been lithographed 
on an offset press of this type 








The coated plates pass on to scroll shears 
which cut them to proper size for the 
stamping presses 





Multiple die stamping presses, completely 
automatic in operation, are now common 
in the industry. Here the cap shells are 
formed from the flat sheet metal. At right: 
Metal cap liners are inserted by automatic 
machines such as this one. The liners are 
cut by the mcchine from the roll at the right 
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bottle factories in England. There 
is no record of any appreciable im- 
provement in closures between the 
years 1690 and 1800. 

In 1810, the French Government 
offered a prize of 12,000 francs to 
stimulate interest in the development 
of new methods of food preservation. 
This award was won by Nicholas 
Appert in 1812. His discoveries in 
this field rank him as the father of 
the preserving industry. His prob- 
lems were difficult of solution, due 
particularly to the fact that the only 
available closure at that time was 
cork, and no prior attempt had ever 
been made to sterilize containers. 
The internal pressure developed in his 
crude glass jar in the sterilization 
process necessitated cementing the 
cork into the jar opening with a 
“luting” as he termed it, i.e., a cement 
composed of cheese and powdered 
lime. The luting hardened rapidly 
and resisted heat and water. While 
cements had been used before Ap- 
pert’s time for sealing cork into wine 
bottles, there had been no problem 
of heat sterilization. Because of the 
unsolved difficulties presented by steri- 
lization, this period, which marked 
the birth of the wide mouth glass 
container and the first known method 
of hermetic sealing, did not see a rapid 
increase in the use of glass containers. 
The home canning jar was introduced 
in 1872 in combination with a porce- 
lain lined zine closure. Mason pat- 
ented the ‘““Mason Jar’ and the cap 
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for it was designed by a man named Boyd. Both 
were connected with the Consolidated Fruit Jar Com- 
pany of New Brunswick, N. J. This was the fore- 
runner of present-day continuous thread or screw caps. 

Beginning during the closing decades of the nine- 
teenth century many improvements in closures were 
attempted in the narrow mouth field. Several devices 
were used for aereated water bottles, one of which was 
an India rubber ball pressed upward into the bottle 
neck by the pressure of the gas contained in the water. 
Another “‘gadget’’ was a glass ball pressed against an 
India rubber collar inserted in the neck of the bottle. 
These closures were finally developed as the porcelain 
stoppers used before the introduction of the crown cap. 
This closure for beverage bottles began to be used in 
the 1890's. 

The real development of the closure industry paral- 
leled the development of the machine-made bottle 
industry and the first manufacture of tinplate in the 
United States, which occurred about 1890. Prior to 
this, no tinplate was made in this country, all im- 
portations coming from England. Tin screw caps 
were first introduced about 1880 but did not reach any 
appreciable volume until the late 90’s. In the 90’s, 
Crosse and Blackwell, of London, England, developed 
one of the first practical metal closures for wide mouth 
jars, consisting of a flexible rubber gasket wedged 
between two discs of lacquered tinplate and a lever 
on top fastened by a wire connecting the two discs. 
This was sealed inside the jar opening and was used 
primarily on chow-chow, a product sold in large quan- 
tities throughout the world. In 1895 Alfred Weissen- 
thanner invented the band type tin cap which was 
used successfully in France. In 1898 he came to the 
United States and organized a cap manufacturing 
company, which produced caps for wide mouth and 
beverage bottles. 

The year 1906 marked the beginning of intensive 
developments in the cap and closure industry, although 
by comparison with present-day processes, manu- 
facturing methods at that time were crude. Auto- 


Molded caps are made in steam heated 


hydraulic presses such as this. A molded 

cap is completed, except for liner inser- 

tion, in a single operaticn. Multiple 

molds are used to make from ten to over a 
hundred caps at a time 





matic machine-made glass containers had arrived. 
The Owens bottle machine was an established fact. 
For the first time since man had wrestled with the 
problem of sealing, he was now able to secure a glass 
container with a finish that could be made with mini- 
mum variations, and his problems of inventing an 
air-tight seal were simplified. It was no longer neces- 
sary for bottle manufacturers to gauge the finish of 
every container. Cork was obliged to yield its pre- 
dominant position as a seal to closures of other types. 
The possibilities of the new closure industry were 
recognized. Hundreds of various kinds of products 
had been sealed under cork, and with the introduction 
of new and improved types of caps many more could 
now be added. The variety of products sold in glass 
naturally presented different sealing problems so that 
the pioneers of the industry began to specialize, one 
group confining its closure developments to containers 





Liners are placed into molded caps in 

automatic units such as these. Caps are 

inspected as they pass along the conveyor 
after being lined 


for beverages such as beer and soda. Another group 
centered its efforts on wide mouth food containers for 
preserves and pickles, while still another group to 
containers for products not requiring an air-tight seal 
such as petroleum jelly, etc., for which common screw 
caps not requiring proven liners were used as closures. 
While the industry during (Continued on page 78) 
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HE shape of a package is so basic and elementary a 

consideration that, all too often, it is given little or 
no thought when the package itself is designed. Yeta 
glimpse of the importance of shape can be gained by 
considering a hypothetical package in which the study 
of shape has been completely ignored. Strange as it 
may seem, all too many of the packages now struggling 
for sales fall into or near this extreme category. 

Our perfect bad example will be more expensive than 
its planned equivalent because it will not lend itself 
sasily to machine filling, wrapping and sealing. In 
shipment, it will require excess packing materials for 
protection. On display, it will show up to little ad- 
vantage, if any. In appearance, it will fail to convey 
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YOUR SHAPE 




















the size impression justified by its contents. On the 
shelf, it will stack poorly or not at all. Finally, in use, 
it will be inconvenient, clumsy and ungainly. No need 
to consider its re-use possibilities, for such a package 
will seldom get that far. 

On the other face of the coin, there are a few pack- 
ages which completely avoid every one of these pitfalls, 
packages which because of luck or foresight have the 
ability to pass every test with flying colors. Yet, be- 
cause every product’s problem is an individual one, 
there is no point in explaining the manner in which 
these successes have been achieved. The package 
planner will desire, rather, to study the factors that 
govern a package’s shape, with a view toward incor- 
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porating a sound answer to each of 
these in the solution of the particu- 
lar packaging problem of the mo- 
ment. 

First among these considerations 
are those of material cost. Here, 
naturally, the nature of the material 
used will lead to individual answers 
in every case. Yet the basic con- 
sideration of using a minimum of 
material to cover a given quantity 
of merchandise will be found to 
operate in all cases. 

Wherever single unit packages are 
involved, in which the unit has its 
own permanent shape, the obvious 
solution is the construction of a 
package which most nearly con- 
forms to the over-all shape of the 
product itself. Thus a tube of 
paste would be cartoned in the 
smallest block or cylinder that will 
permit of easy access, unless other 
considerations call for an exaggera- 
tion of the size of the outer con- 
tainer. When, however, one is 
dealing with materials which assume 
the shape of the package—liquids, 
powders, etc.—it is often possible 
to limit the amount of material used 
in the package by foresighted pian- 
ning. Barring other considerations 
which are discussed individually 
later, the ideal shape from a mate- 
rial saving viewpoint would be a 
sphere, since the perfect ovoid en- 
closes the greatest volume per unit 
of surface. 

Since spheres are usually imprac- 
tical for other reasons, the next 
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shape for consideration is the cylinder. 
vantage of the low-circumference, 
while permitting of economical construction, handling 
and display. In the cases of bottles, tin cans and fibre 
cylinders, it is this very consideration which brings 
favor upon the cylinder over other shapes—for here the 
material lends itself to cylindrical construction and the 
incidental material savings. (Figure 1.) 

Next in line, and most favored for other reasons, is the 
rectangular block. A block will require more material 
for a given interior area than will a sphere or cylinder, 
but this is often over-balanced by the ease with which it 
is fashioned, and its convenience in shipping and in 
use. In planning a rectangular type of package—for 
instance, a carton—it should be remembered that the 
closer your package approaches a cube in shape, the 
less material you will use. In Figure 2 are shown two 
packages having an equal interior capacity. Yet the 
longer of these uses a substantially higher proportion of 
board than does the more nearly cubical one. 


FIGURE 10 





When telescoping boxes are used—either folding or 
set-up—an additional factor enters because any in- 
crease in the area of the telescoping sides results in a 
double increase in the amount of material used, be- 
sause of the overlapping of these sections. Thus, in 
Figure 3, we see two boxes of equal capacity and identi- 
cal shape. In one, where the overlapping sides were 
minimized in size, the surfaces total 96 square inches. 
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In the second, without any gain in capacity, 112 square 
inches of surface were required. 

It must be remembered, in considering material 
savings, that this is but one of a number of considera- 
tions. Thus frequently it may be desirable to choose a 
shape which utilizes morz material and thereby obtairis 
advantages in display, in use or in fabrication. 

A second factor demanding consideration when pack- 
ages are planned is the relation of shape to shipping 
space required. Considering the three most frequent 
cross-sections, a glance at Figure 4 will show that the 
rectangular section occupies the least space in a ship- 
ping container. Next in order are five-, six-, and eight- 
sided containers, followed by the circular cross section. 
Last, in point of shipping economy, is the irregular 
shape. Here, the guiding rule calls for the closest pos- 
sible adherence to rectangular shapes. 

It will be observed that economy of material will, 
therefore, involve loss of economy in shipping and 
vice versa. It devolves upon the individual package 
planner to find a happy medium consistent with the 
nature of his product. 

One means around this difficulty has been adapted, 
by various manufacturers whose products are made in a 
variety of sizes and whose shipments group a given 
number of each size. In Figure 5 one instance is 
shown in which small rectangular sample packages are 
fitted into the interstices between larger octagonal car- 
tons. In many other cases, small and large size rec- 
tangular blocks are fitted together in various ways, one 
of which is shown in Figure 5. Here advance planning 
can often result in packages which add up to fill the 
jig-saw without waste space, this avoiding the need for 
excess spacers or padding. 

When the shape of a package is considered from the 
viewpoint of display a number of other factors enter the 
First among these is the visibility of the type 
In Figure 6 


picture. 
matter or illustration upon the package. 


ALL THREE HAVE SAME VOLUME 
ne WHICH LOOKS BIGGEST? 





are shown three rectangles of the same area. In the 
upright one it would be impossible to get a readable 
line of lettering of a great length or height. The 
second, by providing a longer lettering line permits 
of taller and more visible wording. The third begins to 
approach another limit, where length of line is no 
longer a factor but where the height of the letters is 


limited. Here again, the (Continued on page 73) 
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NEW FORD 


Moe than a year’s experience in the packaging of 
automobile parts and accessories has confirmed 
the Ford Motor Company’s belief that this is a step for- 
ward in automotive merchandising. Asa result, during 
recent months the company has extended the scope of 
its parts packaging to include a number of products 
which were not included in the first series of articles 
offered in folding cartons. 

The Ford Motor Company, first major automobile 
manufacturer to adopt parts packaging, has found the 
practice beneficial, because: 


1. It enables the consumer to identify the parts as 
genuine Ford parts. 

It protects the parts against damage. 

It provides a more attractive display of parts. 

It provides for convenience in handling. 


Heh 


One of the interesting features of Ford packaging 
technique is that each general variety of parts has its 
own package color. Thus, parts pertaining to the elec- 
trical system have one package color; carburetor parts 
have another; motor parts have another; and so on. 
This makes for convenience in the stockroom. Another 
feature is that the colors chosen were carefully charted, 
so that window or showcase displays in which boxes of 
various colors appear do not offend the eye but are in- 
herently harmonious. 

The Ford Company has for many years been insistent 
on the merit of purchasing genuine Ford parts, because 
of the assurance of quality and fair price to the con- 
sumer and to protect the consumer from often expensive 
substitutions for which extravagant claims are made. 
Packaging of parts naturally plays an important role in 
enabling the purchaser to be sure he is obtaining what 
he asked for. 

Some other advantages have been found in packaged 
parts. Service stockrooms are easily kept orderly and 
attractive looking. There is marked ease in keeping in- 






















ventories up to date. Handling and chipping of parts 
and accessories are made easier. 

Among the products added to the Ford packaged line 
recently are gaskets and wiring assemblies. 

The accompanying illustrations show a selection of 
the new packages, the designs of which, it is under- 
stood, originated with the company. These illustra- 
tions, however, do not portray the contrast in color 
which is shown in the actual cartons. As previously 
stated, each group carries its individual color, stipulated 
in the Group Color Chart which is provided to dealers. 
Selecting a variety of colors for the various groups 
gave the dealers a spread of colored cartons sufficient 
to arrange attractive window and counter displays. 
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S YOU read these lines, you may already have 

read the first advertisements of the new Pom- 
peian campaign. If you haven’t, watch for them, for 
Admen Topping and Lloyd will have much to say that 
will certainly startle twenty million women, possibly 
frighten fifty or a hundred other cosmetic manufac- 
turers. What they will say will be said about a name 
that has graced the shelves of drug stores since the days 
when women who “painted” their cheeks were whis- 
pered about behind fluttering fans. Yet, the products 
they will sell—and the packages that will have to do 
a large part of the selling—are completely new. 

In short, the Pompeian line has been replanned, 
enlarged and completely redesigned. Unlike other 
completely new lines, Pompeian has had something 
more than its sponsor’s ideas to guide it. First, it 
had some forty years of manufacturing and selling 
experience. Second, four packages which, though out 
of date, still command a sizable sale and a nationwide 
distribution. Third, an extensive dealer and consumer 
survey. On the basis of these guides, it was decided 
to modernize the formule, to add new creams, rouge, 


DEVELOPMENT OF A MOTIF — 
In the background, eleven of the 
preliminary dummies. Foreground: 
The design which was favored by 
ninety per cent of the consumers 
tested. Note the columns and let- 
tering conform to authentic Pompe- 
ian models 
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NEW—AFTER 36 YEARS 


lipstick and astringent, to lay the basis for a ‘‘War 
on Impure Cosmetics’ in the nation’s advertising pages 
by providing products that could support the claim of 
freedom from irritating chemicals. 

Hard upon the heels of this decision came the prob- 
lem of devising new packages. The old ones obviously 
would not do. The problem, therefore, was not merely 
to add new items and key these into the old pattern, 
but rather to create a completely new series of designs 
that would still retain sufficient relation to the old 
to maintain established consumer friendships. 

Research prior to the start of designing brought forth 
two major points. Dealers demanded an ousting 
of the formerly prominent pastel colors and their re- 
placement by strong primary tones. Dealers and 
consumers both urged a design that would bear some 
symbolical relation to the name. It was felt that this 
motif, serving as a trade mark, would act as a strong 
factor to tie the various shapes of the line together. 

With these two premises in mind, designers started 
work on the powder box. More than a score of dummy 
packages were tested by submission to some three 
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packages were determined upon. In the case of the 
powder box, side walls of black and cream, edged in 
gold, were surmounted by a top carrying the design. 
The name ‘“‘Pompeian”’ appears in gold on a black strip. 


cS 














“War The words “beauty powder’ just below, in red on a 
pages cream panel and the three columns just above in gold, 
im of are set off by a red circle. 

The three cream jars are black, setting off the cream 
prob- colored base of the labeis which reproduce the powder 
ously box top with slight variations to conform to their 
lerely rectangular shape. Jar caps are black, with a gold 
ttern, edging and a red circle at the top corresponding to the 
Signs red back of the label columns. 

e old In designing the astringent bottle, pains were taken 






to insure ease of gripping. For this purpose, flutings 


forth a IT WAS THE TOP— or steps were developed on either side of the central 






















sting baucli inp 100 hie elated wane portions of both the front and back faces of the bottle. 
rre- § more the vogue. With only minor re- Thus this package is widest at its center and tapers to- 
and visions, these packages were used for over ward the sides. Its top is flat, being surmounted by a 
some ; thirty years brass closure, fitting snugly over the short neck and ex- 
this tending down to the flat glass surface. Here the essen- 
rong : ‘ ; tial design of the cream and powder labels was main- 
i" hundred selected, typical consumers. Designs varied tained only insofar as the (Continued on page 74) 
“— widely in shape, ran the complete color gamut and 7 
sins utilized every imaginable motif from the styled frieze 
is through the vase and swan to the typical columns of DEALERS WANTED STRONG COLORS— 
ancient Pompeii. This last, designed by J. B. Richard- so Pompeian’s designers called upon blacks, 
son, art director of W. C. Ritchie and Company, was and reds to stand off from golds and creams. 
selected as most attractive, pleasing and appropriate It takes better design to get high-color display 
by better than ninety per cent of the women tested. values without sacrificing dressing-table ap- 
Modifications of the original and finished drawings pew, bat iY ane ten ee eRe ye ~ nae 7 
: winner. Dealer and consumer reactions indi- 
were then prepared by Ben Lewis and the various cate that Pompeian designers have turned up 
variations necessitated by the differences between the a trump 
| 
\ 
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EADERS of MopERN PACKAGING may recall the 

story of the Old Schenley Rye package, which 
appeared in the September, 1934, issue, characterized as 
the ‘‘first straight-forward new whiskey label since 
Repeal.” Here, it will be remembered, the design was 
planned to reflect and carry forward the best in Ameri- 
can drinking traditions—to represent the aims and 
substantiality of Schenley Distributors, Inc. 

Generally speaking, in contrast with the rich warmth 
of whiskey, gin is regarded as a long cool drink. To 
express this impression, and at the same time, to com- 
bine the elements of substantiality and quality of 
product in a package that would contain Schenley’s 
Silver Wedding Gin, George Sakier, art director of 
Schenley, has again designed a package that is well 
worthy of commendation. 

The bottle, with its block shape, appropriately and 
conveniently paneled, has a generous appearance and 
shows in advantageous contrast with other containers 
used for gin. The front label with its background of 
character blue, framed in silver lace, has an individual 
charm quite in keeping with the naine it bears. And, 
likewise, an original treatment of illustrations and text 
has been given the back label (reproduced on this page) 
which tells one what to do. Closure and the “Mark of 
Merit’’—Schenley’s quality trade mark—complete the 
assembly of the package. 

But the story would be incomplete without a mention 
of the tissue which Mr. Sakier has designed, as a suit- 
able wrapper for the Silver Wedding Gin Bottle. No 
less than eleven ingredients are combined in the making 
of Silver Wedding: Juniper, cassia, orange, almond, 
licorice, coriander, lemon, cardamom, angelica root, 
celery and orris. Each of these is shown in illustration 
and titled on the tissue wrapper so that the customer 
knows that he or she is buying a product scientifically 
blended. Again product expression via the package! 

Credit for materials used goes to: Hart Glass Com- 
pany, bottles; Consolidated Lithographing Company, 
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face labels; Aluminum Company of America, screw 
caps; Armstrong Cork Products Company, closures; 
Crescent Foil Company, metal foil; Capitol Folding 
Paper Box Company, tissues. The photograph repro- 
duced on the page opposite is by Frederick Bradley. 7% 






































Fur Gin G. vinks of 
Oclva Delictousness 


the Shenley way 






















<i hee ase: 
a 






me Cacktadl 
4 | Liluoe Wertoling Gen 
heed/y Prat Vermouth 
M4 | Malian Voomenth 
Phappe with Orange freed 


Som ballins 

Jagger Sbver Wedding Gn j 
pucf % doman (or t Gme) 

1 louspoon grangbated agar 
Shake in tumbler — 

Fld with seda-mpler— add se 


















































ange Blossom (Beanns) 
ee. : 
ZS Selwew Wedding Gan 
4 Orange Jucce 
Gash of Geonadine 
or Honey Frappe 













screw 
ures; 
Iding 
epro- 
adley. 








wala 








woh 2” =f 


eA RAP OL 








¥. at 














Designed by G 


JULY, 1935 35 





“Silent Salesman” Doubles Sales 


Tests show hundred per cent increase upon adoption of a new package 
that emphasizes product quality 


& JME fifteen months ago the Personna Blade Com- 
pany entered business. It set out on the theory 
that a vastly superior blade made to precision instru- 
ment standards would find a definite market among 
those men who found little satisfaction in the blades 
then available. 

In this supposition it was correct. Hundreds—and 
then thousands—of men willingly paid a dollar a pack- 
age because they preferred the blade. The company 
guaranteed its blades for ten satisfactory shaves each, 
and dealers emphasized the low cost per shave as a 
counter against the comparatively high cost per blade. 
In line with this theory, the company placed little im- 


portance upon the package itself. It utilized a simple 
small carton, similar to that used for standard types of 
double edged blades and wrapped each blade indivicu- 
ally according to standard practice. 

Yet, as time went on, and in spite of rising sales, it 
was felt that two major reasons called for a better and a 
different package. First and primary was the desire to 
protect each individual blade in the package against de- 
terioration while awaiting sale or use. Second was the 
desire to gain the appearance, as well as the reality, of a 
difference from all other blades on the market. 

To this end, the wrapped blades were each first 
packed individually in a clay-coated, locking folder. 
Each was then sealed in an air-tight transparent cellu- 
lose wrap, through which the consumer could read the 
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following message, printed on the inner container: 
‘Each blade safeguarded to protect against humidity, 
air and temperature changes; to prevent oxidation and 
deterioration of cutting edges.”” The blades, in groups 
of ten, were then placed into a set-up box and this, in 
turn, wrapped in transparent cellulose. 

While the primary purpose was to achieve greater 
protection for the product, a second aim has simul- 
taneously been accomplished. Whereas formerly the 
store clerk had to explain the differences between Per- 
sonna and other blades, the package now does the job. 
Its greater size and different appearance, while inciden- 
tal to the protection afforded, serve to emphasize the 


greater care and precision taken in the manufacture of 
the blades within. 

Sales results have been surprisingly satisfactory. To 
quote the Personna Company, ‘‘We have been utilizing 
two test stores since May 19th; in the Grand Central 
Station and in the Ritz-Carlton Hotel in New York. 
Our sales in both these areas, which have been used 
constantly by us for many months, showed an immedtate 
increase of over 100 per cent. We firmly believe that 
this new package is going to shoot our sales up generally 
by a minimum of sixty to seventy per cent this year.” 

Credit: To American Coating Mills for clay-coated 
protective folder: to Warner Brothers Company for 
set-up box; to Ivers-Lee Co., Inc., for transparent 
cellulose, air-tight wraps. 
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ROM a distribution confined to one state to that 
which spread throughout several is the performance 
that has been attained by the package used by Foods, 
Incorporated, Appleton, Wisconsin, for its line of pickles. 
Realizing that there was a place and a need for an 
exclusive line of pickles, Foods, Incorporated, developed 
several numbers, for distribution in 12-0z. packages, 
which were not only distinctive from the standpoint of 
eye appeal but embodied as well a merchandise of ex- 
ceptional quality to retail at a moderate price. 

The glass container with its attractive faceted sides 
offers opportunity for an appetizing display of the prod- 
uct. The sensible and easy-to-open 
closure adds a pleasing contrast in 
color to the package. And the label 
—of gold foil, printed in black and 
red—carries just enough lettering to 
comply with requirements and estab- 
lish a quality designation for the 
pickles. This package is never pro- 
duced or merchandised under private 
jobbers’ label. The label is fully 
protected by registration as to de- 
sign, colors, etc. 

In its present form, this package 
was first introduced to the public 
about three years ago. Its distribu- 
tion was started through a few job- 
bers in the state of Wisconsin. Ina 
very short time its consumer accep- 
tance was a revelation. Inquiries 
were received from a rather wide area 
outside of the state of Wisconsin. 
Jobbers, distributors and specialty 
firms were asking for this package. 

Regardless of this rather wide in- 
quiry, the sale of this product was 
confined to the state of Wisconsin. 
The reason for this was two-fold. 
First, a desire to thoroughly test over 
a period of years the merits of this 
item and to see if the repeat business 
would substantiate confidence in this 
package. Secondly, Foods, Incor- 
porated, were rather hesitant about 
expanding their scope of operations 
until such time as the demand would 
warrant such an expansion. Within 
the last year, the line has been re- 
leased in several additional states. 
In these states it has met with the 


From State Wide to States Wide 





same fine response which Wisconsin accorded it. Here, 
then, is a product, highly acceptable in quality and 
susceptible to effective display which won successful 
sales in extended areas through sensible planning of 


distribution and packaging. With quality as a basic 


start, it was essential to present the product in a manner 
that would assure the testing of that quality. This 
quality established in the mind of the consumer is con- 
tinually recognized by means of the distinctive package. 

Credit goes to the following for the package assembly : 
Labels, The Foxon Company; caps, Phoenix Metal Cap 
Company; jars, General Glass Corporation. 
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Home runs 


for LITTLE PIES 


Most of our pages are devoted to packages distinguished 
by good design. Yet, in this article, we show packages 
that many might well criticize. Our purpose is not to 
praise or condemn, but rather to illustrate the type of 
problem confronting this one fast growing firm and many 
others whose packages and packaging facilities have 
lagged behind their products’ demand.—tditor. 


men than John P. Homchis and P. J. LeCody, president 
and vice-president, respectively, of the Acme Pie Com- 
pany. Display—and that has meant first of all pack- 
aging—is one of the pillars to their pie house. 

Detroit is known from here to there as a baseball 
town. Its Tigers are league champions. And every- 
body among the thousands of spectators who wants a 
pie to eat or throw at the umpire gets an Acme pie, 
for the company has that fat contract along with their 
4000 or so other stops in Detroit and 2000 elsewhere. 
One of the packages in the accompanying illustration is 
a baseball package meant especially for the Navin 
Field customers, but used otherwise also in season. 
It went into use shortly after the first cry of ‘‘Play 
Ball” this year. 

More experienced packagers or those who rightly feel 
the need for better and more permanently attractive 
design may object that packages such as these are 
crude in appearance. Yet such crudeness, objection- 
able almost everywhere else, is one of the major means 





HIS is the age of the nickel pie but at this minute a 

bakery that started 11 years ago from zero and now 
has oven capacity for 70,000 pies a day is wrapping the 
little round pies in glassine and transparent cellulose 
by hand, lacking machinery with which to do the job. 
Science and invention, we’re told, are decades ahead of 
practical uses for new brain-children, but here’s quite a 
demand taking the country by and large, for something 
that is missing. If it isn’t missing will the maker—if 
he’s sure of his product—please get in touch, as a 
starter, with the Acme Pie Company of Detroit. 

Here's a package-minded concern that has a right to 
say, ‘What Depression?’ when referring to recent his- 
tory. Its little pies—and it makes thousands of big 
ones too—are going out in new attractive boxes, four 
individually wrapped pies to a box, but the pies are 
wrapped by girls without aid of machinery. 

You'll not find a more open-minded pair of fast-moving 


38 MODERN PACKAGING 


of appealing to the children and momentarily child-like 
adults, who eat pies out in broad daylight. Hence the 
color scheme—orange and black. The Acme Pie 
Company partners know orange and black is an effec- 
tive color combination. Orange jerseys on a football 
field always make the wearers look like behemoths to 
the opposing eleven, so that a coach once felt it neces- 
sary to remark: “Bosh! They put their pants on one 
leg at a time, same as you do, don’t they?”’ 

Another reason for orange and black: It isn’t over- 
done in stores as a rule. Acme investigated that, too. 
So, the partners got their orange and black display car- 
tons with an easy to lift lid that sticks up as an eye- 
catcher. Then they skillfully went about not only 
getting counter display space but getting space when- 
ever possible right at the cash register. 

‘‘A customer may shop here and there, be attracted 
by the pies, but forget (Continued on page 73) 








esident 
e Com- 
1 pack- 


aseball 
every- 
fants a 
ne pie, 
h their 
where. 
ition is 
Navin 
eason. 
“Play 


ly feel 
‘active 
se are 
-ction- 
means 





-like 
» the 

Pie 
ffec- 
tball 
s to 
CeS- 


one 


ver- 
too. 
car- 
vye- 
nly 
len- 


ted 


73) 


















































ESIGNING a carton only 13!/2 in. x 5 in. x 5 in. 
to contain two and one-half gallons of sparkling 
seltzer water sounds like magic. From the carton di- 
mensions it can be seen that there are exactly 357 cubic 
inches in such a package, whereas ten quarts of water 
must occupy 577 cubic inches. The engineering magic 


Of blue, with a vivid orange band around the base 
and the illustration of the syphon and bubbles in 
silver, lettering black and the contrasting lines in 
white, the Sparklet carton vies in design distinction 
with the ingeniousness of its contents. Note the 
treatment accorded to each display side, the dis- 
play value of which is apparent in the illustration on 
the following page 





is not in the carton, however. It’s in the Sparklet 
Rechargeable Syphon inside a smart new carton which 
is a fine example, in itself, of brilliant package design. 
The answer to the magic is in ten small charging bulbs 
of carbon dioxide—each capable of charging one quart 
of water to make a total of ten quarts of fine club-soda. 

The new Sparklet carton has been designed by Ray- 
mond Loewy and is in bright colors—blue being used for 
the major color, with a vivid orange band around the 
bottom of the container. The syphon bottle itself and 
bubbles are in silver—the lettering in black, with con- 
trasting lines stopped out in white. The design is 
unique in that it tells a continued story around the 
front, sides and back of the carton and is so arranged 
that it may be used most effectively for displays by 
grouping the cartons. 

The Sparklet self-charging syphon bottle really is 
engineering magic. A handsome packaging job in it- 
self, the silvery wire-bound bottle can be filled with 
ordinary kitchen tap water—a twist of the wrist to a 
small bulb of compressed carbon dioxide—a shake or 
two—and presto, there is a full quart of sparkling soda 
water, ready and waiting for the Scotch or what have 
you. Wines can also be charged—a quart of light 
California sauterne or chablis can be transformed into a 
delectable champagne. and so on as far as your in- 
genuity goes. 
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Here are grouped three of the Sparklet cartons, in- 
dicating the possibilities for effective display. In no 
small measure have these containers been respon- 
sible in building a weekly sales volume of from eight 
to ten thousand units among the retail outlets in this 
country, supplementing the showings given to the 
actual Sparklet bottles. The Sparklet cartons were 
produced by Gair Cartons, Inc. 


Although the package is sprightly new, the self- 
charging Sparklet is nearly 40 years old, first being 
produced about 1895 by Sparklets, Ltd., subsequently a 
subsidiary of the British Oxygen Company, in a plant 
in Edmonton, London. The present American com- 
pany, Sparklet Corporation, is a subsidiary of the 
British firm, and although Americans have known and 
used the bottles since 1900, the United States company 
has only been manufacturing here since February, 
1935. The factory, on East 46th St., New York, is a 
model of efficiency and is now producing more than 
4000 bottles a week, production recently having been 
stepped up by utilization of intricate die-cast parts for 
the charging mechanism developed by the Doehler 
Die Casting Company. 

“Scotch and soda’ is the secret of the factory’s effi- 
ciency. Andrew Hood, a wiry son of Edinburgh, di- 
rects the fifty or more workmen and has invented many 
of the ingenious machines used to assemble the bottle. 
Three parts of the syphon are still being imported, 
all other parts being of U. S. manufacture. The bot- 
tles—hand blown, 40 oz. thick walled ones—are made 
in Czechoslovakia, but American machine-made bottles 
are now being tested to see if they can stand the 200- 
Ibs. per square inch pressure exerted by the charging 
bulb. The silvery wire basket which enmeshes the 
bottle—and presents a smart and sleek appearance- 
continues to be made in England for the present. 
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Use of the Doehler die-cast charg- 
ing heads was only begun about June 
1, and it is expected that their ad- 
vent will still further increase the 
plant’s weekly production. Prior 
to their use, the charging head was 
gravity molded and _ machined. 
Principle advantages of the die-cast 
part are stated by Lawrence T. 
Ward, vice-president of Sparklets 
Corporation, as economy, greater 
uniformity, higher density of out- 
side surfaces and greater adaptation 
to mass production. Three other 
parts—the charging lever, the bot- 
tle neck ring and the charging bulb 
holder—are also Doehler creations 
for Sparklet. No die-cast parts are 
used in the English factory—a point 
which the American company 
counts on in hoping to out-produce 
its English parent. 

Although Sparklet is acutely ‘‘de- 
sign conscious’? and may properly 
be proud of the appearance of the 
syphon itself, it has in every in- 
stance combined appearance with 
improved utility. The smart and 
distinctive wire basket is essential 
from a utility standpoint, as solid or 
semi-solid metal containers have not 
been found to have the elasticity 
and consequent safety factor of the wire mesh. 
Consider that into a quart of still water the car- 
bon dioxide from the charging bulb rushes in with 
sometimes an initial pressure of 175 Ibs. per square inch. 
Eight and one-half grams of compressed gas, or the 
equivalent of four and one-half liters (nearly five quarts) 
of gas into one quart of water. 

The bright red band, three quarters of the way up the 
bottle is not only decorative—it is the quart mark and 
indicates how much air space must be left above the 
water line. Although the entire charging head is 
brightly chromium plated in pleasing contrast to the 
dull wire lattice work netting of the bottle, the bulb 
holder is an oxidized black. Originally this, too, was 
plated, but the color contrast was found to be a sure 
way of reminding users that once the charge has been 
made, the bulb holder should be removed. The sharp, 
slender spout not only adds to the smartness of the 
bottle, emphasizing as it does the clean zip of the charge 
water, but also has been found to be just the right 
length and angle to syphon out most efficiently. 

Thousands of retail outlets throughout the country 
now display the Sparklet package, with a weekly sales 
volume of from eight to ten thousand units per week. 
The bottle is standard equipment in Pullman lounge 
cars and club cars and is said to be a great favorite with 
campers and lake cottage folk. Prior to prohibition, 
sales were made throughout (Continued on page 72) 
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Ashley's Lavender cold cream takes a well deserved bow in a new package 
which reflects the freshness and quality of that product. The jar with its slop- 
ing sides provides an ample base: the label is quite in keeping with the utility 
of the product, and the imprinted metal cap adds the finishing touch. The 


latter is by Phoenix Metal Cap Company. Photograph by Heetfield-Tillou. 
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Slip covers carry insignia of Henny : 
Ossman Laboratories on these molded Dur 
containers for powder and salve. Designed anf 
executed by Plastic Merchandisers, Inc. 


TWO: A cellulose cap holding three tables 
and fitting over the regular bottle cap is a dis 
tinctive feature of the Nestle package. Credit {a 
cap goes to Lusteroid Container Company, Inc: 
package design to Monroe F. Dreher, Inc. 
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THREE: Houbigant’s new Eau de Cologne 
presentation with its graceful fluted bottle and 
green Catalin stopper adds a distinguished touch 
to the dressing table. 


FOUR: Frederick Stearns’ V8 Vegetal achieves 
attention through this firm-grip container with its 
striking label and molded closure. Bottle produced 
by Owens-Illinois. 


FIVE: New pentagon-shaped compact for the 
Dora May Company. Molded by Norton Labora- 
tories: black Durez base: cover is red with a cameo 
bas relief design. 


SIX: Good identity value for the Sally-May line 
of salad dressing and mayonnaise products. The 
container is vacuum-sealed by top seals made by 
the White Cap Company. 


SEVEN: New packages for Kraft-Phenix’s 
Kitchen Fresh products also use White top seals 
—to prolong the life of the contents. 


EIGHT: A hollow glass stopper adds utility 
to the Premier vinegar package—inverting the 
bottle fills the stopper which is then used as a 
dropper. Designed and made by Owens-lllinois. 


NINE: An ice cream package with a plunger 
on a stick. Ejects the ice cream as it is con- 
sumed. Made by Y-K Corporation and designated 
Yum-Kones. 
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FOR INSTANCE 


Learn why practically all of 

America’s brushless shaving 

creams are packed in Aluminum 
collapsible tubes. 


bell 





THE PARADE TO PROFITS IS FASTER 


in Modern Aluminum Tubes 


‘Qa di iy 


The same impact extrusion process makes 
possible seamless. thin-walled, strong dec 
orative parts: re-use boxes: containers of 
many types. Available plain or Alumilited 
in attractive colors. Write for information. 


@ Whatever you pack, it will pay you to investigate the advantages and 
economies of Alcoa Aluminum tubes. They are made in all sizes. from the 
tiniest up to 2/2” diameter by 11” long: and are now being used by hundreds 
of manufacturers in many diversified fields. 

Comparative LOW COST is one big profit reason for Aleoa Aluminum tubes. 
LIGHT WEIGHT is another. Because their specific gravity is but a third ora 


fourth that of previously used materials, these tubes can safely be packed in 


light corrugated cartons ...a double saving in weight. They are strong. resist J 


bruising: vet the annealed side walls yield readily to finger: pressure. No closure 
clips are needed. They are CLEAN. Their surfaces are smooth, permitting sharp 
and distinct color decoration. 

What do you pack? Tell us and we will be glad to give vou profit facts a: 
they apply to your particular products. ALUMINUM COMPANY OF AMERICA. 
1829 Gulf Building. Pittsburgh, Pa. 
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Here are 2 tops 













TRY YOUR MAN-SIZE HANDS 


Which will Women Prefer? 


> and B® Number 1 is the usual kind of bottle or jar top: serewed on tight. 
n the 





















Number 2 comes to vou without threads. just a plain skirt. The threads are 








dreds 
rolled-on, right into vour glass finish, a “tailored” fit. /t can hold even a vacuum. 
ubes. Now see the difference when you try to unscrew the tops. You may need a 
| or a stillson to budge the friction-held top number 1: but number 2 unserews slick 
ul ill P , id . ‘1 % 
as ice. You know what that difference means to feminine hands. 
resist 
sure After all, what closure can be simpler for you and for women than a screw-ty pe: 
harp if it comes off easily! But with an Alseco Rolled-On closure vou have assurance 
that your product is well protected, too, For an Alseco R-O can hold even a 
ts as ae eon ; : nde ; Alseeo Seals are many types and sizes for a 
ICA vacuum! This is only the beginning of the profit story you'll want to receive. wide variety of packaging uses. Above are 
ae ere ; the Alseco Goldy Tumbler Seal. a small 
Address the ALUMINUM SEAL COMPANY, NEW KENSINGTON, PA, Goldy and a small-size Alseco R-O Seal. 


TRADE MARK > “\_OREG. U. S. PAT. OFF. 
‘Al GECO ’ 
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4 Vf, SEALS AND SEALING MACHINES 












RAUIGHT - 
HISkey ’ 
Tf 


ONE: Ball stoppers of wood top these aristo- 
cratic decanters for College Inn Gin and Dixie 
Sire Whiskey. Fit the hand and reseal snugly. 
Produced by Armstrong Cork Company. 


TWOzs: United Distillers (of America) Ltd. intro- 
duces its “Pre-judged” blends in this unique pack- 
age. The die-cut label fits into a molded recess. 
Bottles by Owens-Illinois, screw caps by Closure 
Service, labels designed by Amalgamated 
Advertising Agency. 











THREE: “Bottles make the liquor’—at least 
they go a long way in the case of the Hillcrest 
packages, the designs being produced by Capstan 
Glass Company. 


FOUR: Instant success greeted the new Fou- 
gere Royale shaving bowl—of solid natural wood 
—recently announced by Houbigant. 


FIVE: The brand name is blown in raised let- 
ters on every bottle of Leroux’s Liqueurs. Designed 
by Owens-Illinois Glass Company. 


SIX: The latest (from England) in smoking ac- 
cessories. When not in use, the component parts 
fit snugly together as one unit in the form of a 
sherry bottle. Molded of Bakelite. 


SEVEN: Hexagon-shaped, varnished cartons, 
as designed by Albert J. Ganz of Hollywood Paper 
Box Company, give impression of a hand-turned 


package. 


EIGHT: Designed so the bottles travel as they 
should—on their sides—the Chateau Gay ship- 
ping case offers correct protection. Designed and 
produced by The Hinde & Dauch Paper Company. 





A tinted modernistic block effect forms the 
background of the shipping case upon 
which the Camay wrapper design is re- 


produced—real tie-up between the individ- 


ual packages and the shipping box. The 
latter is designed and produced by The 
Hinde & Dauch Paper Company. 


Tide Water moves to out-wit oil bottleggers 
—it uses a white band on two sides of the 
Veedol can, with red circles at either ends, 


so that tampering is immediately noticed. 


Patented double top for utility and a litho- 
graphed over-all design label which in- 
cludes trade marks of the company’s pig- 
ments characterize the new sample pig- 
ment container of The New Jersey Zinc 


Company. 


Magic Maid flat irons are winning pre- 
ferred positions in retail stores by means 
of the new display developed by F. M. 
Howell & Company for their manufacturer, 


the Fitzgerald Manufacturing Company. 
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{ Mickey Mouse Flashes 


High Point Sales 


WO and a half million Mickey Mouse timepieces in 
two years ending June | is the sales tally registered 
’ by The Ingersoll-Waterbury Com- 
' pany of Waterbury, Conn. 
During the Christmas season of 
1933 and 1934, states R. G. Brown, 
| Sales manager, it was impossible 
' for the factory to produce enough 
' Mickey Mouse watches to supply 
the demands, although during both 
Seasons production records dating 
_ back to the most prosperous years 
_ of the company were broken at fre- 
quent intervals. Dealers, influ- 
enced by the large number of calls 
made upon them for watches which 
they could not supply during the 
holiday season, somehow or other 
gained the impression that Mickey 


Mickey pulls watches out of the 

air in this animated flasher dis- 

play. Below: The Yankee 
watch display and packages 


Mouse should be treated as a 

Christmas item and that during 

the remaining nine or ten months 

of the year, it should be allowed to 

slumber. But the company was 
not content with this attitude on the part of the dealer 
and was convinced that the two and one-half million 
children arriving at six years of age in this country each 
year presented a real market at which to shoot. The 
very fact that children this age are usually allowed to 
attend Mickey Mouse movies made it seem desirable 
to cash in on this interest. The result is the new Inger- 
soll Mickey Mouse flasher display with new and greatly 
improved Mickey Mouse display boxes. 

It is interesting to note that in the four weeks that 
this flasher has been on sale that orders have been 
booked well in excess of 100,000 pieces of Mickey Mouse 

wrist watches and have assured 
widespread display during a nor- 
mally slow selling season. 

Similarly effective display has 
been developed by the company 
for its Yankee watches, as shown 
in the illustration at the left. This 
presentation enables a featuring of 
the watches in two positions, front 
and side, as well as giving all the 
required information to the possible 
customer. As each of the indi- 
vidual boxes is removed from the 
display, a duplicate printing is re- 
vealed, thus giving the effect of a 
full display at all times. 
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West and East with the All-America 


HOWN with many hundreds of packages entered by 

Western manufacturers, the All-America medal 
winners created great interest and favorable comment 
at the exhibition held under the sponsorship of Packag- 
ing Review, at the Biltmore Hotel, Los Angeles, Cal., 
on May 14. This was the second of such exhibits to 
be held on the Pacific Coast this year, the first being at 
San Francisco, with a third at San Diego as part of the 
Pacific Advertising Clubs Association convention, 
June 23-27. The above illustration shows a part of the 
Los Angeles exhibit, with the All-America packages in 
the background. Speakers at the luncheon held on 
May 14 included Ed Northridge of Allied Artists, Mrs. 
Ann Sheehan of Bullock’s-Wiltshire, and Walton B. 
Crane of Walton B. Crane & Associates. 

Mr. Northridge, Nathan Danziger of Golden State 
Company, Ltd., and Miss Phyllis Winckler acted as 
judges in the competition held in conjunction with the 
San Diego meeting, which represented the third annual 
Pacific Coast Packaging Exhibit. Norman R. Barnes 
of Barnes Chase Company was chairman of exhibits. 

The All-America packages were also included as a 
part of the Graphic Arts Exhibition of the Advertising 
Affiliation Convention held in Pittsburgh, Pa., May 9, 
10, and 11. These are shown in the illustration at the 
right. Sam K. Smith of Sam K. Smith & Associates 
was chairman of the exhibitors’ committee. 

A report from E. C. Taulbee, president of the Fort 
Worth (Texas) Advertising Club, regarding the show- 
ing of the All-America, states: ‘‘We had an excellent 
presentation of this exhibit, devoting the entire period 
to a description of each item. We planned to have a 
speaker on modern package design but the man selected 
was called to St. Louis on the day of the meeting and 
we had to pass up that part of the program.”’ 
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Considerable credit is due to the Advertising Federa- 
tion of America for its cooperation in arranging for the 
exhibit of the All-America packages before its various 
member organizations, making it possible for many 
thousands of manufacturing, sales and advertising ex- 
ecutives to see the packages first hand. 
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ELL, it’s difference of opinion that makes horse 

racing, but of course the neophyte, unversed in 
the lore of the track, often comes out without his shirt. 
But if it were not for disagreement among individuals 
or factions, this old world of ours would offer a some- 
what drab and dismal existence. So— 

In the June issue under the caption ‘““‘We Are Not 
Wary,” we offered a rebuttal of certain statements, re- 
cently made in Packaging Digest by Paul Ressinger, re- 
garding the conduct and continuation of packaging 
competitions. As sponsor of the All-America Package 
Competitions, the subject is of course vital to us, al- 
though we have no inclination to indulge in a prolonged 
controversy. 

However, well founded reactions against the pub- 
licity thus far accorded Mr. Ressinger’s contentions 
demand that more be said. Then the chapter is closed. 

The first of these contributions, which we offer with 
the unsigned author’s approval, takes issue with each of 
several statements of Mr. Ressinger. The statements 
appear in italics; the author’s comment in Ronaldson 
Old Style.—EpITor. 


Ballyhoo is today’s major threat to packaging. 


This is a dandy, broad, general statement. It is 
Mr. Ressinger’s opinion that ballyhoo is today’s major 
threat to packaging. It is my opinion that ballyhoo 
is not today’s major threat to packaging. Which opin- 
ion isthe truth? I wonder—and what of it? 


The applause of the populace is deafening. 


Mr. Ressinger has a very sensitive ear. The popu- 
lace doesn’t even know that the profession of package 
designing exists. 

We must take modern packaging out of the ‘‘miracle 
baby” class of professions or package design will be back 
where it was twenty years ago. 


If there are in our midst business men to whom 
package designing is a ‘‘miracle baby” it is too bad. 
Certainly they are not very sensible fellows. Still I 
understand that only last Wednesday some one bought 
the Brooklyn Bridge. 


There is nothing phenomenal about an increase in sales 
after the introduction of a correctly conceived new pack- 
aging idea. 


By the same token there may be nothing phenomenal 
about an improved product, a better sales plan, a more 
attractive advertising campaign or an extra dividend. 
But it is what most business men spend their lives try- 
ing to accomplish. A package ‘‘success’’ may not be 
phenomenal, but it is damn gratifying. 


“As Thousands Cheer’’ 


The work of designing package; 1s becoming more scien- 
tific than almost any other form of merchandising. 


Once again the old ‘“‘scientific’’ ballyhoo turns up. 
At this point we should take time out for all scientists to 
turn over in their graves. 


The business of packaging is becoming infested with 
hitch-hikers of varying degrees of ability. 


This may be true—why confine this remark to the 
“profession” of package designing ? 


(Re Package Contests) Packages are awarded prizes 
by uninformed judges. 


Al. Capone’s sentiments regarding judges are, per- 
haps, just the same. 


Only one who is familiar with ... the problems solved 
by the design could possibly be qualified to judge its merits. 

The only judging committees that I have ever ob- 
served at first hand spent hours doing just this. 


Packages should be judged, not as a single unit, but as a 
part of the general sales plan. 


A pretty question: What are we judging, sales plans 
or packages? Should the yardstick of merit be a 
question as to how neatly a package fits into a sales 
plan? What if the sales plan has merit and the pack- 
age none? What if the sales plan is dubious and the 
package excellent? What if the complete sales pro- 
gram has proven a commercial flop? Who takes the 
blame—the sales plan? The package? What if the 
product is a great success? Who takes the credit? 
The sales plan? The package? Does Mr. Ressinger 
know any way to remove such answers from the 
realm of opinion and convert them into the realm of 
fact—fact in the true scientific sense ? 


The best work is not done in competition because com- 
petitors work with an eye to the favor of the judges. 


Any manufacturer, sales manager or package designer 
who is so stupid as to alter his packages in the hopes of 
winning a package prize deserves his fate. The sooner 
they disclose their stupidity the quicker will the boss 
know who to fire. 

By the way, just how would you go about making a 
package that would be certain to win a prize from “un- 
informed judges?”’ 


It is possible for a package manufacturer to receive an 
award for a box in the creation of which he had no part. 


There seems to be a great deal of squabbling over who 
should get the credit for a package job. But, as Mr. 
Ressinger points out, “there is nothing phenomonal 
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about an increase in sales after the introduction of a 
correctly conceived new packaging idea.”’ 


There is entirely too much to-do by those who had little or 
no part in the development of a package. 


Right—and there is entirely too much to-do by those 
who did have an active part in the development of a 
package. After all, who among us wants engraved on 
his tombstone: ‘Here lies the man who designed the 
‘Iddy-Bitty, Bath Salts Carton.’ ”’ 


Another letter which reached us is as follows: 


The Editor: 
Sir: 

I have just finished reading an article in the April 
issue of Packaging Digest by a Mr. Paul Ressinger. I 
am sure that Mr. Ressinger is entirely sincere in what 
he says and obviously some of the general statements 
that he makes are quite correct. But, like all well 
meaning persons who become a bit emotional in their 
criticism, there is so much that is misdirected and ob- 
viously without the basis of complete fact behind it 
that I should like to take a few exceptions. 

Mr. Ressinger decries the ‘“‘over abundance of pub- 
licity in which packaging is revelling.’’ This is a trifle 
ironical in view of the well conceived publicity blast 
that the designer has made against packaging. I could 
not help but detect a certain tart odor of sour grapes 
interspersed between the lines of his article. 

In any well planned merchandising campaign or in 
any selection of package designs there is invariably 
bound to arise a difference of opinion. This is as it 
should be. However, when one man endeavors to 
represent himself as a competent authority on every 
phase of marketing from the making of the article up, 
it is just a bit ludicrous. Mr. Ressinger makes a point, 
and a good one, of the many “hitch hikers of varying 
degrees of art, etc.,’’ who are infesting the packaging 
field. This is only too true, but carried to its logical 
conclusion it is likewise true that many of the so-called 
package engineers of broad reputation have more or 
less placed themselves in a holy of holies and come to 
feel that they are the last word on anything relating to 
manufacturing. 

I am not an artist, neither am I a production man, but 
I have practised and studied advertising and selling as 
carefully and painstakingly as I have ever studied 
anything in my life. I am only one of thousands who 
have done the same thing. In looking at a package I 
might not be able to tell you whether it had the proper 
color harmony according to the balances of the spec- 
trum. I could not tell you with exactness how the 
carton, can or bottle could be adapted to mass produc- 
tion on fast running lines of machinery easily. But I 
humbly feel myself justified to a small extent in judging 
what the sales possibility of that package might be and 
whether as a salesman I could walk into a buyer and 


52 MODERN PACKAGING 































sell it to him, and further whether as a salesman or 
sales girl behind the counter I could sell it success! ully, 

I am taking the time to write this letter because } was 
accorded the privilege recently of being one of the 

judges of the All-America Packaging Competition, 
To be frank, I was somewhat surprised and highly 
flattered that I was asked to be a judge. I felt that 
my talents were inadequate, but when the time for 
judging arrived I worked diligently at the job. My 
point of contention with Mr. Ressinger is that I do not 
feel that I was uninformed for the job I was asked to 
do. I was not asked to judge these packages on their 
artistic merit. I was not asked to judge them on the 
basis of their adaptability for mass production. | 
was not asked to pick any package because of its in- 
genuity of construction. I was asked to judge from 
the standpoint of sales and advertising. A competent 
production man was also one of the judges, and an 
able artist was also another judge. Judges represent- 
ing every possible angle of manufacturing and mer- 
chandising were among the staff of judges, and each 
person’s opinion and vote carried equal weight. 

The very nature of a product to a large extent sug- 
gests many of the problems which might surround it. 
A package designer might naturally feel that in design- 
ing a package for a specific product, he will be able 
to solve those problems. That is ridiculous. To be 
sure, he may overcome some of them, and due credit 
is invariably given to packages which have overcome 
specific problems that they may have been forced to 
meet in sales and usage. 

I remember in particular a well worked out trans- 
parent cellulose package for sheep manure that was 
awarded a prize last year. The package was no artis- 
tic masterpiece and I don’t know today whether it has 
increased the sales of the sheep manure to any astound- 
ing degree. Nevertheless, this package made ferti- 
lizer easier to use; it presented a well known but un- 
attractive product in an attractive manner; it was a 
well aimed thrust into a comparatively neglected mar- 
ket, i.e., packaged fertilizer for small yards. It was 
worth a prize. I could go down the line of prize win- 
ners and point out in every case where the judging was 
handled intelligently and sensibly. It is true, of 
course, that every package submitted could not win a 
prize, and invariably in any contest there are always the 
hard losers. 

But in spite of all the bally-hoo of Mr. Ressinger’s 
article against package competition, and the wide- 
spread interest that is being accorded packaging, these 
things do have a fit place in the scheme of things and 
are developing a worthwhile interest in a phase of 
modern merchandising which was certainly a most 
neglected one in the past. 


I. WILLARD CRULL 
Vice-president, Campana Sales Company 


Batavia, IIl. 
June 24, 1935 
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F. E. Fowler, Jr., president of Midland Distilleries, 
Inc., writes: “‘We must say that the Gold Medal which 
was awarded Southern Comfort in the glass containers 
group of the 1934 All-America Package Competition 
sponsored by your splendid magazine has resulted in 
wide-spread publicity for our product. Sirce the 
award of the medal, Southern Comfort has been ac- 
claimed with nation-wide recognition; not only has it 
brought us numerous inquiries from all parts of the 
country, but it has also produced a very noticeable 
and satisfactory increase in our volume of sales. During 
the past half year, in fact, we have increased the pro- 
duction capacity of our plant by 300 per cent, and week 
after week we are constantly improving our plant effi- 
ciency with the installation of additional equipment. 

“Strange as it may seem, we ourselves did not sponsor 
the entry of Southern Comfort in this national compe- 
tition. The Owens-Illinois Glass Company, designers 
and makers of the bottle, submitted our package, and 
it was a great surprise when we received the telegram 
advising us of the award. Since then, the Owens- 
Illinois Company have displayed the gold medal at the 
National Liquor Show held in Chicago, and it is now on 
display in their booth at the California Pacific Inter- 
national Exposition in San Diego. 





“We also feel that much credit is due to the Arm- 
strong Cork Products Company, from whom we obtain 
our specially branded corks; and to Will Ecker & Com- 
pany, makers and designers of the steel engraved label. 
As far as we have been able to determine, Southern 
Comfort has the first, and, we believe, the only steel 
engraved label used on a liquor bottle in America. 
Everything in the packaging of Southern Comfort has 
been maintained in the same high standard as the 
quality of the contents. 

“We would heartily recommend and urge that such 
national competitions as are sponsored by MODERN 
PACKAGING be continued without fail, as they do give 
prestige to many worthy products, and stimulate prog- 
ress in the development of successful merchandising 
ideas.” 


From W. H. Ruxton, executive vice-president of 
Ruxton Products, Inc.: ‘‘The Rux.tone prize winning 
packages (Gold Medal, family group, 1934) have been 
wonderfully received by the trade, and we believe this 
is due to the publicity we received through the efforts of 
your magazine. 

“T think the continuation of this competition will en- 
courage the manufacturer to (Continued on page 69) 





English biscuit manufacturers have awakened to the importance of modern packaging. The traditional tin, an excellent 
container but very expensive, has been replaced by a carton, equally effective, and very much less expensive. The one referred 
to specifically is the new waxed box with metal ends and an ingenious tab arrangement that enables one to open the box merely 
by pulling a string around a perforated area at the top. This is now being used by Peek Frean & Company, Ltd. The new pack- 
age is the result of more than two years of research and has been instrumental in reducing the price of Peek Frean biscuits from 
30 to 40 per cent. The tab-string opening device appeals to the public for its practical simplicity. The illustration shows three 
of the new packages—one opened, the other two as they are sold to the consumer 


JULY, 1935 





































N — W S$ e N O T 


rc > h6U6w*e hU6U6hTmU 7 hUhSlU huh GS 


Robert T. Spencer, president of the Riegel Paper 
Corporation, of New York, died at New Haven Hospital 
on June 25. He was eighty-two years old, and since 
his retirement from active business several years ago 
had returned to live at Guilford, Conn., his birthplace. 
Two daughters, Mrs. May B. Demille, of Newton 
Center, Mass., and Mrs. Ethel Kingman, of Orange, 
N. J., and one son, Dr. Harvey Spencer, of Wellesley, 
Mass., survive. 

Mr. Spencer became president of the Riegel Paper 
Corporation in 1916, succeeding the late John S. Riegel. 
He joined the Riegel Paper Corporation (then known 
as the Warren Manufacturing Company) in 1899. Until 
his retirement he occupied every official position and 
brought to the presidency an understanding of the 
company’s affairs gained from many viewpoints. 


Stanley J. McGiveran, for several years sales mana- 
ger of the Prescription Ware Division, Owens-Illinois 
Glass Company, has been promoted to the position of 
manager of sales merchandising. This move has 
been made necessary by the considerable increase in 
the company’s merchandising and promotional effort 
throughout its several divisions. Mr. McGiveran will 
correlate the activities of the advertising department, 
agency and sales executives on related problems. 


- 





S. J. McGIVERAN 


W. M. Gates, who has been manager of the Statis- 
tical and Inventory Control Division of the sales de- 
partment, has been promoted to the title of assistant 
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Mr. Gates will broaden 
his activity to problems of branch management and 
In the case of both Mr. McGiveran and 


to the general sales manager. 


personnel. 





W. M. GATES 


Mr. Gates, along with their new responsibilities, they 
will retain managership of their respective divisions. 
T. K. Almroth, as advertising manager, will con- 
tinue to direct advertising and publicity effort of the 
various bottle divisions, together with glass block, 
Hemingray insulators and industrial materials. 


Alan Rogers, editor of Boxmakers’ Journal & 
Packaging Review, London, has announced a perma- 
nent package exhibit which will be maintained in his 
Hampstead studio. Appointments to view this ex- 
hibit may be made by communicating with Mr. 
Rogers at First Avenue House, High Holborn, Lon- 
don, W.C.1. Most of the American designers are 
represented in this exhibit. Joseph Sinel, George 
Switzer, Simon de Vaulchier, Paul Ressinger, Arthur 
S. Allen and many others have sent typical samples of 
their work. Also shown are the All-America medal- 
winning packages. 


Earl D. Rader, associated with the printing and book- 
binding business for many years, and more recently 
with the Dexter Folder Company as a patent attorney 
has withdrawn from that organization to enter private 
practice at 420 Lexington Ave., New York. He will 
specialize in patent work as relating to the graphic arts. 
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C. W. Browne, manager of marketing service for the 
U.S. Printing & Lithographing Company was recently 
named president ef the Cincinnati Advertisers’ Club. 


Joseph Sinel spoke before The Artists Guild at the 
auditorium of the Electrical Association of New York, 
Grand Central Palace, on the evening of June 13. Mr. 
Sinel offered several suggestions and stimulating ideas 
relating to problems of the artist and designer. 


Roth & Wiener, Inc., 28 W. 27th St., New York, is 
a newly formed company manufacturing decorative 
leather cases and displays. The members of the 
firm, Ben Roth and Philip Wiener, were associated 
for eighteen years with the Star Case Company. The 
Telephone number of the new organization is Murray 
Hill 4-6576. 


Container Corporation of America directors met in 
Philadelphia, Pa., May 22, for their regular meeting 
and in order to inspect the extensive improvements 
completed in the corporation’s largest plant. In 
addition to the routine business, the directors de- 
clared a dividend of $1.75 per share on the outstanding 
preferred stock, payable as of Monday, July Ist, to 
stockholders of record Tuesday, June 11, 1935. 


Ivel Corporation, 509 West 56th St., New York 
City, designer and producer of displays and exhibits, 
has appointed Daniel Fox sales promotion manager 
of the company. Mr. Fox has been connected with 
the Ivel Corporation for four years as district sales 
representative for western Pennsylvania and West 
Virginia with offices in Pittsburgh. He is being suc- 
ceeded there by Henry J. Schapper, 505 Granite 
Building, Pittsburgh, Pa. 


Office Belge de l’Emballage, 10 Place de Brouckere, 
Brussels, Belgium, maintains an information service 
relating to packages and packing. This includes a 
classified file system of all special industries and com- 
merce. At the present time this organization is 
planning a Congress of Packing which will be held in 
Brussels during the Universal Exposition, at the 
Palais du Cinquantenaire, Nov. 9 to 24, 1935. 


Industria) Design Partnership, 4 Bedford Square, 
London, W. C. 1, England, is a reorganization of Bassett 
Gray and consists of six partners—Misha Black, Jesse 
Collins, Milner Gray, Thomas Gray, De Holden Stone 
and Walter Landauer—who will have the benefit of col- 
laboration with eight associated designers and techni- 
cians. The company is equipped to handle every phase 
of industrial and publicity designing. 


Jacques M. Cross has resigned as manager of the 
development department of the Continental Can 
Company to become sales and development manager 
of Pulp Products Company, Inc., 60 East 42nd St., 
New York. This is a newly formed company, which 


will manufacture containers made of molded pulp. 





The sales activities will be centered around motor oil 
containers, milk containers and fruit containers. 

The company will also manufacture a general line of 
molded pulp containers for various dry products. 
These containers can be molded into any shape and 
will bring to the packer advantages that he has not 
heretofore enjoyed. The company’s plants are lo- 
cated at Massillon, Ohio, and Buffalo, N. Y. 


The Packaging Machinery Code Authority met in 
New York on June 21 with the directors of the 
Packaging Machinery Manufacturers Institute and 
took steps to liquidate. When liquidation is com- 
pleted, the second week in September, the Institute 
plans to meet again with a view of forming a perma- 
nent organization to carry on the work previously 
conducted by the code authorities. 


Helen Gorin was recently elected treasurer and a 
member of the board of directors of the Einson-Free- 
man Company, Long Island City, lithographers of 
window displays and sales promotion material. Miss 





HELEN GORIN 


Gorin, a graduate of Columbia University, joined the 
Einson-Freeman organization in 1921 as an assistant 
in the bookkeeping department and quickly rose to be 
the head of that department. 


Carl J. H. Anderson, formerly of Franklin Printing 
Company, Philadelphia, Pa., has become associated 
with the Hercules Powder Company, Wilmington, 
Del., in charge of design and typography and also will 
direct the new Hercules printing plant. Mr. Ander- 
son has been identified with direct mail planning, 
designing, and typography and the design of fine in- 
stitutional publicity as well as fine limited editions 
during the past decade. In the latter field he has de- 
signed such outstanding books as his own edition of 
Treasure Island, the recent Limited Editions Club 
edition of Green Mansions and the Christmas books 
of the late Edward Bok. 
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EDITORIAL OPINION 








LET’S LOOK AHEAD 


It is not too early, we believe, for the packaging in- 
dustry to give thought to next year’s Packaging Con- 
ference and Exhibition. Sponsored annually, for five 
years now, by the American Management Association, 
these meetings and exhibits have been a most construc- 
tive factor in aiding understanding and progress in the 
design, construction and application of packages. 
They have offered an opportunity to both suppliers 
and users of packages to know each other better, to 
obtain a more comprehensive idea of each other’s prob- 
lems, and have encouraged an interchange of opin- 
ions that have been of signal help to the entire 
packaging industry. 

The planning of program and activities which are 
crowded into the few days allotted to these meetings is 
no simple undertaking. Particularly so in view of the 
fact that the American Management Association must 
also concern itself with a multitude of affairs which are 
dictated by the scope of its membership and the pur- 
poses of its organization. The merchandising division, 
under whose direction the packaging conferences are 
conducted, is but one of many groups which are active 
in the association. 

Sensibly enough, the A. M. A. has not confined the 
membership of the various committees to individuals 
within the organization—it has drawn liberally from 
those without, and has exercised a selection which has 
brought to the several activities of the package meetings 
an understanding of the industry’s problems that has 
been of increasing value. This year’s meetings (in 
March) registered a high point in the progress of such 
conventions. From now on it is to be hoped that con- 
sistent advance may be made. 

And this can be had if proper effort is forthcoming 
from those, both within and without the association, 
who have the best interests of the packaging industry at 
heart. It is, however, essential that such effort be 
approached from an unselfish point of view if the great- 
est good is to be obtained. Basically, the intention of 
the conferences is one of service, of analysis, and the 
participation of each group or individual in that service 
can be measured proportionately, according to that 





56 MODERN PACKAGING 


KER rartace 


which is accomplished by the cooperation and coordina- 
tion of all. 

The set-up of the American Management Association 
is ideal to conduct these annual package meetings 
which are, let us state emphatically, non-profit pro- 
ducing. Its gain can only come from the rendering of 
service to a membership that supports it and the grati- 
tude, which should be accorded in large measure, from 
other companies and individuals who are interested in 
the packaging of goods. It is but a small return, it 
seems to us, for the latter group to lend all possible 
support to this work which is helping to bring about a 
better understanding of packages and their use in 
modern day merchandising. 

So, at this time when vacations are rife and there is 
the urge to momentarily forget business in the fascina- 
tions of the golf course, field and stream, it may not bea 
bad idea to get one’s thoughts on next year’s program in 
order. Once announced, the plans for the convention 
move toward their completion with remarkable swift- 
ness, so that a contemplation, in the early stages, of 
possible inclusions on the program will be most helpful. 

Alvin E. Dodd, executive vice-president of A. M. A., 
under whose direction last year’s meetings were con- 
ducted, has proved himself most competent in his 
handling of these conferences and has expressed him- 
self as seeking the earnest cooperation of those inter- 
ested in making conferences, clinics and exhibitions 
more vital and effective. This opportunity is one which 
should not be overlooked. 

It’s not too early— 

In case you haven't noticed—but then of course you 
do read each issue “from cover to cover’’—we call your 
attention to a new department “‘For Your Information 
File’ wherein you'll find a digest of new catalogs, book- 
lets and other literature that reaches us from the trade. 
It’s material that we've always included and informa- 
tion that every package user is seeking—but we've 
segregated it in one spot, easy to find and convenient to 
file for reference. All of which reminds us that we are 
open to suggestions—always—which will add to the 
usefulness of the magazine of your business. Send 
them in! 

















































A striking example of Dein comprehensive packaging service 


COUNTERFEITERS 
BEWARE! 
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scina- 
a When Prohibition went out, a lot 
aiden of people thought bootlegging was 
sical over. But not the New Hampshire 
ie ll State Liquor Commission. And 
lotul. they knew exactly what they wanted to beat the boot- 
£ A. leg racket. They came to Dennison. 
_-con- “Give us a State Tax Label,” they said, “that will de- 
n his feat counterfeiting.” Dennison likes tough problems, 
him- and this was a tough one—a challenge to the research 
‘nter- technicians who every day are solving unusual labeling 
‘tions and packaging problems for American business. They 
vhich went to work. Scientists in the Dennison laboratories 
developed a sensitized paper which has a certain pecu- 
liar reaction when activated by a secret testing method, 
a test requiring but a fraction of a second to complete 
- you and one which can be made without removing the label 
your I from the bottle. Then Dennison gummed the paper — 
ation designed a label—and printed, cut, packed, and for- 
ook- warded the first lot in 4 days! 
rade.  —f It takes skill, experience, resourcefulness, equip- 
rma- ment, and speed to do a job like this. It takes not 
re've merely designing talent, but technical production 
it to knowledge. It’s this unusual combination that is saving 
> are money and increasing sales for manufacturers of foods, 
the cosmetics, hardware, wearing apparel, and countless 
send other products. ; ; 
May we tell you the story of this Dennison Packag- Framingham, Mass. (Factory and Main Office) 
ing Service and how it can help you? There’s no obli- 185 Devonshire Street, panera: heanee 220 Fifth Avenue, New vam N. Y. 
° P “ ° 1015 Chestnut Street, Philadelphia, Pa. 62 East Randolph Street, Chicago, Ill. 
gation — simply write or telephone the Dennison Rep- "629 Euclid Avenue, Cleveland, Ohio 406-7 Santa Fe Building, Dallas, Texas 
resentative at the nearest address at right. 833 Market Street, San Francisco, Calif. 504 Fourth and Pike Bldg., Seattle, Wash. 








Dewnioons Greater Efficiency 
Means LOWER COST to You 


BOXES + LABELS + SEALS + TAGS * PRINTED WRAPPINGS + ENVELOPES 









NEW DEVELOPMENTS IN PACKAGING 


MACHINERY, METHODS AND SUPPLIES 


EQUIPMENT AND MATERIALS 


ALL-ROTARY AUTOMATIC 
WRAPPER 


The Scandia all-rotary automatic wrapping machine, 
distributed by Amsco Packaging Machinery, Inc., 
claims several outstanding advantages. Among 
these are the following: simplicity; no cams, no recip- 
rocating motions; all movements rotary and continu- 
ous; construction permits accessibility to all parts. 


The machine is said to wrap any carton or package 
with reasonably square ends. It is especially adapted 
to open tray wrapping. Irregular shaped articles can 
also be wrapped when surrounded by paperboard 
frames or on flat pieces of paperboard scored on three 
sides. Wrapping materials which may be used include 
Cellophane; Sylphrap, waxed, glassine and kraft 
papers, etc. Changes can be made from one size to 
another, in most cases, within ten minutes. Speeds 
attainable are from 30 to 40 per minute, depending on 
the size and type of package. Folds are made around 
three edges, leaving the top and bottom clear of seams 
or overlaps. The machine seals with heat or adhesive 
or both, depending on the wrapping material used. 

The accompanying illustration shows one of these 
machines of the semi-automatic type and provided 
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with a hopper feed as used by Lee & Lee, New York, in 
the wrapping of candy. This machine operates at 
from 30 to 40 wrapped packages per minute. 


LATEST DEVELOPMENTS IN FIBRE 
BOXES FOR BOTTLED BEER 


For many years bottled beer has been distributed in 
the familiar wood or metal open top cases containing 
twenty-four pint bottles. While such containers have 
served their purpose with reasonable satisfaction, they 
have always been open to the objection of compara- 
tively high cost and excessive weight, which makes 
them cumbersome to handle. 

A new type of solid fibre box is now coming into rather 
general use in the brewery trade and has aroused much 
enthusiasm, having been adopted by over twenty differ- 
ent breweries. It consists of the well-known Bliss style 
container, which is a three piece box made with all four 
vertical seams reinforced by stitched flanges. The 
body of the box is made of 100 point solid fibre while 
the ends are of 150 point—the board being carefully 
paraffined to resist the action of moisture. The top 
of the box is made of the loose cover type and in two 
different forms, one of which has a cover in one piece 


with flaps which fit over the sides, while the other form 
has the cover split in the middle and provided with 
tuck-in flaps in the center. Both of these constructions 
are shown in the accompanying illustration. Hand- 
holes are provided in each end of the box for easy carry- 
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PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA, U. S. A. 























SMITH FILLER & SEALER 


Production 25 to 150 Units Per Minute 





ing and fibre partitions fit into the box for the purpose 
of separating the bottles and preventing breakage. 

Important advantages of the new type of container 
number among others the following: 

1. This fibre box costs only about one-third as much 

as the corresponding wooden or metal container. 
The fibre box is from six to ten pounds lighter 
than the wood or metal box, which makes it far 
easier to handle. 

The fibre box can be attractively lithographed, 
thus making it an outstanding advertising me- 
dium for its contents. 

The fibre box occupies less space in storage and 
also in shipment, thus increasing the number of 
packages that can be transported in a truck or 
freight car. 

The blanks for the fibre box come to the brewer 
from the box plant in the flat, ready for quick 
assembly on wire stitching machines as they are 
required. Thus the stock of boxes not needed 
for immediate use occupies vastly less space than 
the wooden box or the metal one, which are 
purchased fully assembled. 

The fibre box is a better insulator against heat 
than wood or metal containers. 

The new box, having a cover, protects the beer 
better from the deleterious effects of light. 

The fibre box of the Bliss type will stand from ten 
to fifteen round trips, which makes it very eco- 
nomical. 

The fibre board being treated with paraffine, the 
box is not affected by moisture and will not soak 
up water or spilled beer. 

One of this new style beer container used by the 
Heidelberg Brewing Company, of Covington, Ky., and 
manufactured by the Robert Gaylord Company of St. 
Louis, was awarded first prize in the shipping container 
group in the 1934 All-America Package Competition. 
In the opinion of the judges this box was outstanding in 
its class for utility, strength and appearance. 


NON-REFILLABLE AND 
TAMPER PROOF 
An attachment, designated as ‘“‘Standard,’’ which is 


said to make any bottle non-refillable and tamper 
proof and provide a full and constant pour is shown, 


Neck Finish with 
Sealing Ring at Top on Bottle 


The “Standard” 
Attachment 
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Attachment Resting 
Sealing Attachment 


together with its manner of application, in the accom- 
panying illustration. The device is manufactured by 
Walter J. Ward and Company, Marshall Building, 
Cleveland, Ohio. 

It is further stated that present private mold bottles 
can be used. All bottle manufacturers can add the 
lip or sealing ring at the top of the neck finish without 
additional charge. Orthodox deep screw caps can be 
used. The attachment and the entire method of affix- 
ing are simple and positive, and there is no danger of 
chipping or breaking bottles or the slowing up of the 
production lines. 


NEW SPOT LABELING MACHINE 
APPLIES OUTSERTS 


Due to the high speeds of gravity can labeling, it has 
not been possible to spot label an Outsert on the top of a 
can without reducing the labeling speed since all spot 
labeling machines work on the intermittent principle 


- 
SERT 
OUBLER 
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rather than continuous motion. The Outsert labeler, 
developed by Outserts, Inc., 461—8th Ave., New York, 
is a compact machine weighing 100 lIbs., 11/2 ft. in 
length, adjustable to the height of the can labeling 
machine. The un-labeled cans are fed into the labeler, 
an area of tin paste is spotted on the top of each can as 
it travels through on a conveyor chain, an Outsert is 
then ejected from the magazine and rolled on to the 





Bottle with Attachment 


Machine Head for Attachment Permanently 
and Screw Cap 


Fastened to Bottle 
to Neck 
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MARKSMANSHIP 


OES the container in which you pack 
your product and your profits, too, 
stand out like a bulls-eye for the customers 
to see—to want—and to buy? Heekin Lith- 
ographed Cans DO stand out against com- 
petition. Any color or all colors on metal 
will liven up your package—make more 
sales. Let us work with you in solving 
your packaging problems. The Heekin Can 
Company, Cincinnati, Ohio. 
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top of the can covering the glued area. The can then 
tips on its side on coming out of the machine and rolls 
through the can labeling machine where the body label 
is applied. The machine is motor driven. It can be 
made adjustable to 2 or 3 sizes of cans. The magazine 
is fed from the top which eliminates the necessity of 
stopping the machine to re-load. The Outserts, being 
inwardly sealed, remain confined until opened by the 
consumer. The machine is said to apply to a 6- to 
18-page Outsert at rates of speed varying from 150 
to 350 and overper minute. Also, it will apply them to 
the tops of jars or cartons at the same rate of speed. 

This new development brings to canned products the 
medium of package advertising for purposes of brand 
education, cross advertising, recipes, varied uses, pre- 
mium promotion, contest merchandising and other 
forms of consumer sales promotion. 


IMPROVED HIGH SPEED LABELER 


A new label pasting unit which is said to be capable of 
handling labels of all sizes, shapes and styles with maxi- 
mum speed and ease has been announced by the Alsop 
Engineering Corporation, 39 West 60th St., New York. 

An oversize label feed table with an instantly adjust- 
able label guide enables the operator to feed the labels 
into the machine with a minimum of time and effort. 
There are no belts. <A fully enclosed syncromesh gear 
drive is said to result in smoother operation and further 
contribute toward making the Hy-Speed ‘‘Labelit’’ posi- 
tively foolproof in mechanical construction. 

The improved glue applicator and spreader lays a 
smooth, even coating of glue on the label insuring thor- 
ough and permanent adhesion of the labels on the con- 
tainers. Where labels of different types require a 
glue coating of particular thickness or weight a micro- 
matic adjustment enables the operator to instantly set 
the glue applicator to suit immediate needs. 


MOGENE 


TOOTH BRUSHES 
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All parts are accessible and instantly removable for 
thorough washing and cleansing without undoing a 
single nut, bolt or screw. The entire unit is fully en- 
closed, dustproof and completely sanitary at all times. 
A convenient handle makes the unit easily portable and 





ready for instant action anywhere along the production 
line as necessity requires. Aluminum and_ bronze 
construction throughout makes the Hy-Speed Labelit 
light but rigid in construction, sturdy and thoroughly 
dependable in operation. 


NEW LINOMATIC EQUIPMENT 


Franklin Steel Works, Joliet, Ill., has recently com- 
pleted the installation of a number of weighing machine 
units for one of the leading coffee concerns and has 
tentative orders for its automatic packer weigher for 
ground spices. This latter machine was exhibited at 
the Packaging Exposition in March in Chicago, and is 
in daily operation at the Wixon Spice Company, Chi- 
cago. The specific improvement in this type of auger 
packer is that the machine raises the can in a full tele- 


Produced from a single piece of folding 
box-board, printed one side only and as- 
sembled without gluing or stitching, this 
attractive economical, three-plane folding 
display-container, shipped fully assembled 
and stocked with three dozen high grade, 
pepular priced tooth brushes, is finding 
readily allotted space on many a_ busy 
toilet goods counter. Patented and pro- 
duced by Williamson Foldisplay Corpora- 
tion for Owens Staple-Tied Brush Company 
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WHAT REALLY MAKES SALES GO UP ? 
= 

As we hear of each sales success when A special kind of paper won’t produce a 
packages are revamped with Riegel Papers, selling miracle, no paper can, but among our 
there is an urge to run smashing ads claiming 130 Packaging Papers, you are sure to find at 
credit. Then more seasoned judgment plays least one that will help to promote your sales 
a hand, and on close investigation we always or give you the necessary protective qualities 
find many other factors behind increased at moderate cost. Write for our portfolio, 
sales —a special advertising drive, sudden “Case Histories of Packaging”. It tells the 
promotion of an obscure brand, a price in- inside story of the packaging of many 
centive, an improved product, an aggressive national products. 


sales campaign—with our paper a contribut- 
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scoping manner automatically over the filling tube pro- 
ducing correct weight and tight packing in a single 
movement and without dust. This machine is adapt- 
able for different kinds of powdered products in cans or 
cartons. There are a number of these machines already 
in operation in the middle west and in New York. The 
Franklin Company is represented in New York by J. C. 
Kay, formerly of the National Packaging Machinery 
Company in its New York office. 

Recently completed at the Joliet plant is a machine 
which opens bags, fills and closes same and inserts the 
bags into cartons together with a leaflet, which is also 
automatically fed from a magazine. The entire ma- 
chine is fully automatic, including opening of the bags 
and the filling of the cartons. The production speed is 
said to be 60 completed packages per minute and the 
machine is intended to serve the packers of jelly pow- 
ders, pudding powders and ice cream powders. This 
machine was built on order from one of the leading pro- 
ducers of dessert powders. 

Another new and improved development is that of a 
net weigher for the macaroni and coffee trade for which 
several orders have been placed. This weighing ma- 
chine is unique in that it can be changed into a gross 
weigher where needed by removing the net weight 
bucket and inserting the gross weight beam and grate. 
The feeding device which is built into the feed hopper 
produces the bulk and dribble finishing stream by a 
single movement of the feeder mechanism which makes 
it possible, it is said, to handle practically every known 
irregular product. 


ACME STEEL DRAMATIZES 
BUTTER TUBS 


In the current advertisements of Acme Steel Com- 
pany, Chicago, directed to butter tub users, the prod- 
uct—tub hoops—is dramatized by means of particu- 
larly distinctive photographs. This type of advertise- 
ment, it is believed, will obtain considerable attention 
and go toward establishing a quality atmosphere for 
butter tubs equipped with Acme galvanized hoops. 
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The entire area of the full page advertisement is 
devoted to a halftone of the tub illustration, with a 
small mortised area for brief copy. The Acme name 
is shown in reverse at the bottom of the advertisement. 

The copy points out the importance of the package 
in obtaining highest possible grading and pricing for 
butter, and that the tub with Acme hoops will do its 
part. Thus, the advertising goes direct to the buyer 
of tubs, helping the tub manufacturer. The accom- 
panying illustration reproduces one of the photographs 
used. Photo by Wesley Bowman Studios. 


FOR ACCURATE DOSAGE 


By means of a series of numbered ridges on the col- 
lapsible tube, both sides of which are shown in the ac- 
companying illustration, and following the instructions 
which also are lithographed on the tube, the user is 
able to obtain accurate dosage of the contained prepa- 
ration. This overcomes the disadvantage of the old 





method of application, for with the latter the dosage 
increased, due to the folds in the metal, as the regula- 
tory key was given a turn and a half. 

It would seem that this device is ideal for such prod- 
ucts as vaginal jellies, pile ointments and similar prepa- 
rations where accurate measurements are required. 
The tube for Jellak was manufactured for Lorré 
Laboratories, Inc., by the New England Collapsible 
Tube Company, the patent for the special marking 
being licensed by the latter from Dr. Ward L. Beebe. 
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THESE SIX CANS 
SPAN THE HISTORY OF 
MODERN PACKAGING 











See Bran 
"Sect Pow?” | 














These six containers—made by us for McCormick & Company over a period 
of thirty years—high-spot the history of one of America’s most important 
commercial developments—the metal package. 


They trace the growth of package design and color lithography—of simplified 
closures and handier sizes. They trace the change in the entire conception 
of putting things into packages ... from the original notion that a package 
was merely a container to hold a product, to the modern understanding of 
the package as a merchandising force. 


During these thirty years of package making, the technical, mechanical and 
merchandising skill of Canco men has steadily contributed to package effective- 
ness. Today this experience is helping to increase sales in every retail field. 


AMERICAN CAN COMPANY 
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developments 


@ Lapse of the NRA and Code 
Authority, as such, calls for re- 
shuffling for yet another deal in pro- 
tection of packages and package 
features. If trade associations in 
the several lines take over Code 
Authority methods and machinery, 
the procedure in commanding re- 
spect for creative industrial property 
may be much the same. But the 
fact remains that, following the 
Supreme Court decision, packagers 
individually or collectively must 
take their own precautions against 
duplication and _ substitution of 
package designs, marks, labels, color 
plans, etc. The immediate prob- 
lem is this: Code Authority, carry- 
ing the Government’s big stick, 
could command virtually 100 per 
cent compliance with its ban on 
package piracy. How shall the 
trade institute, successor to a Code 
Authority, hold all hands to a gen- 
tleman’s agreement for mutual def- 
erence to rights of discovery and in- 
vention in dress-of-goods? 


@ The throw-back, following the 
flop of the fair competition codes, 
has again flung packagers with 
unique ideas so safeguarded into the 
arms of the Federal Trade Commis- 
sion. There has been a hasty dust- 
ing off of the records of competitive 
control under the former dynasty 
of that currently revived institution 

the Trade Practice Conference. 
The printed record runs only to 
June 30, 1933. It shows, though, 
what package contacts may be ex- 
pected from this lone consolation 
agency of Governmental control. 
Paper-board industries, years ago, 
signed a treaty calling for direct 
dealing between principals in cases 
of alleged infringement of patents, 
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BY WALDON FAWCETT 


trade marks, etc. The milk and 
ice cream can industry, in confer- 
ence, outlawed the imitation of 
package marks and identifications. 
Ditto the paper bag industry. The 
theory that original designs are 
sacred to the use of the originator 
for a period of one year was first 
accepted in the rules adopted in 
1931 by the greeting card industry. 
That same year saw the launching 
of the formula for discontinuance 
by compact of deceptively slack- 
filled or deceptively shaped con- 
tainers. The  packers’-name-on- 
the-package principle was launched 
as a trade practice obligation by the 
edible oils industry. 


@ Premium packagers have tossed 
theirjhats into the air as cleared of 
NRA fog by the top court decision. 
Premiums were taboo or in bad 
odor, under a number of the codes. 
Loosening of the reins is already 
reflected in a rebound of premium 
operations. Prediction is made that 
many national advertisers, currently 
caught in the craze for prize con- 
tests, will swing to straight pre- 
miumizing, now that the cloud has 
been lifted. Cartons, box tops, 
wrappers and package panels which 
have been prescribed as admission- 
tickets to their contents are being 
used, in place of coupons or cer- 
tificates, for budding premium 
schemes that offer valuable articles 
as rewards for repeat-purchases. 


®@ Suspected or not, packagers who 
send their wares to market in either 
paper or fabric containers have a 
stake in the system of processing 
taxes under the AAA. The process- 
ing tax on cotton runs against textile 
bags, cloth-covered boxes, etc. So 








the Administration has clapped 
compensatory taxes on paper and 
jute manufactured into products 
that compete with cotton products, 
These processing taxes, which are 
to be continued under the new legis- 
lation to bolster the Agricultural 
Adjustment set-up, apply to a 
number of packaged lines. ‘The 
wheat tax hits breakfast cereals and 
other specialties. Tobacco taxes 
ride all the packaged translations 
of the weed. Pork products and 
sugar carry levies, be they in 
packages or in bulk. Peanuts and 
rice are the latest additions to the 
list. The impost on packaged rice 
has not yet commenced to pinch, 
but the toll on peanut byproducts 
has already sent up, by several 
notches, the prices of peanut butter 
and salted peanuts. 


© Too early to get details but it’s 
a foregone conclusion that the big 
Federal Emergency Relief program 
of 1935-36 will dip into the packag- 
ing picture at various points. Ex- 
ecutives who seek particulars on 
any of the developments that may 
come should get quickest action by 
addressing the U. S. Information 
Service, National Emergency Coun- 
cil, Commercial National Bank 
Building, Washington, D.C. Thisis 
the organization which has turned out 
that newest source-book ‘United 
States Government Manual.” 


®@ For all their protests to Washing- 
ton, unit packagers do not seem able 
to move the busy four propogandists 
at the Agricultural-Labor Depart- 
ments from their evangelism on be- 
half of quantity packs. This play- 
ing of package-favorites is part of 
the educational campaign being 
conducted (via the ‘‘Consumers’ 
Guide” and otherwise) by the Con- 
sumers Counsel of the Agricultural 
Adjustment Administration, the Bu- 
reau of Agricultural Economics, the 
Bureau of Home Economics and the 
Bureau of Labor Statistics. The 
theme song is “‘economies in larger 
packages,”’ albeit the missionaries 
admit that many city consumers 
cannot go in for wholesale portions. 
What the indignant packagers are 
grumbling about is the use of the 
slogan ‘“‘Buying in small quantities 
is an expensive way to buy.” 
The rooters for the quantity cult 
concede that the large package is 
not always a bargain over the small 
package but they are putting out 
literature that plays up the reputed 
savings that are obtainable by pur- 
chase of large packages of flour, 
baking powder, vinegar, mayon- 
naise, etc. 
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HE same reason that impelled the makers 

of these products to adopt machine bundling 

should make you consider it—it saves 
money; a lot of money. 


Machine bundling eliminates +the expense of 
packing cartons in costly cardboard boxes. The 
machine bundles them in strong, but inexpen- 
sive, kraft paper—in dozen or half-dozen lots. 
Either plain or printed paper may be used, the 
machine registering the printed panels perfectly. 
It also attaches end-seals. 


An immediate reduction of at least 60% is 
made on material costs. In addition, there is a 
saving of $2,000 to $5,000 a year on labor, be- 
cause the cartons are fed automatically to the 
bundler from the cartoning machine. Transpor- 
tation costs are also lowered—wrapping material 





































with Machine Bundling 


weighs only one-third as much as containers. 
The rolls of paper occupy far less storage space 
and you have less money tied up in packing 
material. 


In many instances these savings pay for the cost of 
the bundling machine in a few months’ time. 


Send us a dozen of your packages and we will 
return them to you, showing how our machine 
would bundle them. We will also give you cost 
figures to compare with your present costs. Get 
in touch with our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 

NEW YORK - CHICAGO - CLEVELAND 

LOS ANGELES - MEXICO, D.F., Apartado 2303 


Peterborough, England: Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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FOR YOUR 


information file 


NEUMATIC SCALE CORPORATION, LTD., is 

now publishing a booklet called Packaging, the 
purpose of which is to promote a better understanding 
of the problems encountered by both maker and user 
of packaging machinery. A request sent to that 
company at Norfolk Downs, Mass., will place you on 
the mailing list to receive the publication regularly. 


UST issued by American Catalin Corporation, One 
Park Ave., New York, an 8-page brochure, ‘‘Cata- 
lin—The Gem of Modern Industry’’—a reprint from 
the June issue of Modern Plastics. Direct color 
photographs are shown in reproduction and illustrate 
an extremely interesting selection of products made 
from Catalin. The subject matter, too, presents an 
enlightening description of the attainments and uti- 
lization of this material. 


T° illustrate the diversity and ingeniousness which 
are incorporated in the design of its shipping cases, 
and thus meet the requirements of its customers, The 
Hinde & Dauch Paper Company, Sandusky, Ohio, has 
issued a folder ‘‘Modern Box Design’’ which carries a 
series of pages that show reproduction of actual ship- 
ping boxes which have been planned and produced by 
the company. Each is a development which was 
worked out to suit the individual needs of the client. 


HE Crystal Tissue Company, Middletown, Ohio, 

has announced a new group of fancy printed gift 
wrappings. Fifteen new designs for both Christmas 
and everyday wrapping are now offered in packets for 
retail sale and are also available in bulk to the packaging 
industry. In addition to printed wrappings the com- 
plete line includes metallic gift wrappings in silver, 
gold, red, green and blue. 


LDINE PAPER COMPANY, 333 Hudson St., 

New York, recently announced the establish- 
ment of a new department specializing in the creation 
of exclusive design papers. A method of creating 
unusual papers different from the usual stereotype 
patterns has proven to be successful, and the use of 
such individual papers in the industrial and packaging 
field has shown to have had important advertising 
value. The company points out that exclusive de- 
signs are being submitted to reputable firms for con- 
sideration, but need not be accepted, unless they 
meet with their entire approval. 
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ESCRIBING and illustrating its several models of: 
wire tying machines, The Gerrard Company, Inc,, 

29 W. 47th St., Chicago, has issued The Gerrard Blue 
Book of Packaging. Those having to do with the 
shipment of parcels and packages will find this booklet 7 
a convenient reference and of suggestive assistance. 


OOD packers following the vogue for thin blown 
tumblers will find much of absorbing interest in a 
folder which takes cognizance of the means for sealing | 
such containers and which has recently been issued by 7 
Anchor Cap & Closure Corporation, Long Island City, 7 

N. Y. The Anchor T cap, so this tells us, seals them 
all. The why and wherefore are also shown in half- @ 
tone illustrations and diagramatic sketches. 


F one is interested in the elimination of those insects 

and larvae whose presence is detrimental to food 
and other products a copy of the ‘Fumigation Hand ~ 
Book,’’ issued by The Liquid Carbonic Corporation, 
311 So. Kedzie Ave., Chicago, will be of value. This | 
outlines the advantages in the use of Proxate and de- | 
tails the methods of its application. In addition, 
several pages are devoted to “Infestation Data,’ which 
enables the reader to recognize each offending pest and 
his, or her, habits. 


——— FOIL CORPORATION, 339 Hud- 7 
son St., New York, having recently added many ~ 
new lines of foil papers, has just announced a new ~ 
plan of cooperation available to printers desiring ad- — 
vice or thorough instruction in the technic of print- 7 
ing on foil papers. Printers may now avail them- | 
selves, without cost or obligation, of the services of — 
experienced advisers connected with the company. 

Most printers in the past have been reluctant to take 
orders for printing on foil because they found it diffi-. 
cuit to estimate their cost. This, of course, in most 
cases was due to the fact that loss of time and waste | 
of stock from improper inks, plates and press speeds — 
completely upset all efforts in getting the job out with | 
a profit. With these problems in mind, American 
Foil Corporation’s staff has made a study of the fac- 
tors entering into the production of jobs printed on foil 7 
papers. It has been found that press speeds, plates — 
and inks are all important factors entering into eco- 
nomical printing on foil. Many tests made on 
American Foil Corporation’s papers, with the co- 
operation of chemists from large ink manufacturers, 
have enabled the development of a system of analysis 
covering printing difficulties on metal that should 
merit the attention of progressive printers wanting an 
opportunity for increased business. 


N the June issue we showed an illustration of a pack- 
age “Eagle Han-D-Kit” used by The Eagle Drug- 
gists Supply Company. The design for this as well as 
the production of the first order for the cartons origi- 
nated with J. & P. B. Myers, Inc.—EpITor. 
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‘PROTECT YOUR PACKAGE 
from grease, oil, and fingermarks by coating cartons, 


labels, ‘or wrappers with nitrocellulose lacquer. This 





superior coating also brightens colors and adds luster. 


NOLONINTIIA 


It is waterproof; withstands chafing and scuffing in 


shipping and handling; does not become tacky; does 


not discolor whites or darken with age. It resists acids, . 


alkalies, and stains. 








SSO 8O4 BAAHDSOVI ASOTATIBZOOULIN NI GELSRUBLNI nY I ¥ 





auYaviasda 


MAKE YOUR OWN TESTS 
on this sheet if vou are faterestod in some ae these 
packaging advantages. Smear some. oil or grease across 
the unlacquered, turned-back section and on to the 
lacquered sheet. Notice how the unprotected part spots, 
while this coated side, being nonabsorbent to grease and 


oil, can be wiped clean. 


USE THE COUPON 
FOR FURTHER INFORMATION 
OR WRITE TO HERCULES POWDER 
COMPANY, WILMINGTON, DELAWARE 








“AS THOUSANDS CHEER” 


(Continued from page 53) make more of an effort to 
create new ideas and materially help the sale of his 
products. I am heartily in accord with the idea of 
continuing the All-America awards.”’ 


From John N. Clark, advertising manager, W. P. 
Fuller & Company, with reference to that company’s 
new label which won a first prize in the 1935 All-America 
Package Competition (Label Group): ‘‘This label was 
planned to do a distinct job: That of simplifying our 
dealers’ stocks. We selected from our dealer line eight 
products which investigation and experience told us 
would, in the vast majority of cases, be sufficient to 
answer any paint need presented by the dealers’ cus- 
tomers. The new label was put on only those eight 
products. This made them so outstanding and at- 
tractive by comparison that dealers naturally concen- 
trated their buying and also their selling efforts on the 
newly packaged line and the elimination of the dupli- 
cate items was automatic Thus we cut by almost a 
third the number of products which the average dealer 
was obliged to sell. This reduced his stock investment, 
simplified our warehousing and production problems, 
and increased turnover right down the line. 

“The new label with its slogan, ‘Fuller Paints, They 
Last,’ was then made the basis of our advertising and 
sales promotion campaigns for 1935. Billboards, 
newspapers, window displays, etc., were all tied up to 
feature the slogan and the appearance of the new pack- 
age. The campaign is not yet half over so the sales 
results are not yet available, but the enthusiastic re- 
action of our dealers has been surprisingly excellent. 
We believe that the new setup is one that is going to be 
increasingly valuable in years to come as we familiarize 
the western public more and more with the appearance 
of the package. 

“Naturally we are enthusiastic about your All- 
America Package Competition and by all means urge 
you to continue it. We believe that the show itself is 
an incentive for better packaging, but more than that 
it gives all business a chance to see the results and 
profit by the experiences of the concerns which pro- 
duce the prize winners.” 


States Henry R. Oelker for E. & A. Opler, Inc.: 
“While it would be difficult to determine accurately the 
actual amount of good which resulted after receiving 
the All-America award for our Fudge Pan Baking 
Chocolate package, we are quite satisfied it has enabled 
us to develop additional interest and sales. 

‘Any medium which tends to create a progressive 
development in packaging and merchandising should 
receive the enthusiastic endorsement of every manufac- 


’ 


turer.’ 


From Kent D. Currie, divisional sales manager of 
Pittsburgh Plate Glass Company: ‘‘We firmly believe 








The 
“IMPOSSIBLE package-” 
achieved by 








Here’s a self-dispensing Fountain Cleaner packaged in 
Hycoloid. A pressure of finger tips on resilient walls 
sends a jet of cleaning fluid direct on soiled garments. 
Fitted with screw-on brush for removing stains. 


“CONV ENITENCE-IN-USE”’ is 
a Hycoloid keynote. Adapta- 
bility to merchandising de- 
mands makes containers of 
Hycoloid far more acceptable 
to manufacturers and_ their 
public than any other type of 
container. .. . Transparent as 
crystal, or opaque in any de- 
sired colors; put your product 
in these slim, trim, UN- 
BREAKABLE, and _ feather- 


weight Hycoloids. 
What’s YOUR problem ? 


Write to 


HYGIENIC TUBE & CONTAINER CO. 
42 Avenue L, Newark, N. J. 
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LOOK AT QUALITY 
FROM ANY ANGLE 


Better stitching of shipping cases comes with better stitching 
wire. Acme Silverstitch has the unvarying accuracy of temper, 
width, thickness that means accuracy and speed in stapling. 


Silverstitch has a silvery galvanized finish that resists rust and 
protects both shipping case and inside packages against rust 
stains. 

Here’s an economy angle: The 10-lb., one-piece coil cuts 
changing time, allows more stitching per day. (Users may 
exchange 5-lb. spools for 10-lb. spools. Required clearance, 
7% inches.) 

From the acceptance angle —Acme Silverstitch is the top in 
preference. Try a free sample. Let us know the size. 


ACME STEEL COMPANY 


GENERAL OFFICES: 2843 ARCHER AVE., CHICAGO, ILL. 
Branches and Sales Offices in Principal Cities 


Reg.U.S. Pat. Off 


STITCHING WIRE GIVES STRONGEST,- SUREST 
JOINTS IN CORRUGATED AND FIBRE BOXES 
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in the value of a package competition such as that spon- 
sored by you. It not only provides an incentive for 
designers and manufacturers alike, but it sets a stand- 
ard which is reflected in the packaging of other manu- 
facturers, whether they are entered in the contes: or 
not. The value of intelligent design in packaging has 
been very forcefully demonstrated, particularly in re- 
cent years. Speaking for ourselves, we have aniple 
evidence to prove that the Gold Stripe brush jacket, 
which received recognition in the wrappings group of the 
1934 competition, has contributed substantially to our 
sales development. The investment in time and 
money, which we have put into the development of the 
package has been amply repaid, not only in creating 
good will and greater trade and consumer acceptauice, 
but also in the one thing we look for in the final analy- 
sis —in sales. 

‘MODERN PACKAGING is to be thanked and congratu- 
lated for its part in stimulating a wider and more prac- 
tical interest in this important phase of merchandising.” 


‘“Pebeco Tooth Powder whose put-up was awarded a 
medal in the 1934 All-America Competition,’’ writes H. 
vH. Proskey, sales manager, Lehn & Fink, Inc., “‘has 
developed into one of our fastest growing products. 
The trend in public taste toward the use of powders, 
an exceptionally good consumer value so far as content 
is concerned, and a striking package design, which 
stands out in a flood of competition —these three factors 
are working arm in arm to send our sales of Pebeco 
Tooth Powder to new heights month after month. 

“We feel that the continuance of your packaging 
competitions is sound because they lead to greater 
striving and a sharpening of keen business sense that 
invariably results in the creation of means for more 
successful merchandising.” 


John A. Farmer of A. H. Hoffman, Inc., says: ‘‘The 
fact that our new ‘Cut and Pour’ patented package 
was awarded the Gold Medal in the All-America Pack- 
aging Competition has both stimulated sales and aided 
in sales promotion. Requests for. sales propositions 
and the use of our closure on a royalty basis have been 
received from both American and foreign concerns.’ 


The following, from Reid, Murdoch & Company, is 
the only dissenting opinion which we have thus far re- 
ceived. ‘‘Frankly and honestly we cannot see where 
our sales have been benefited in the least by our having 
been awarded a medal in All-America Package Compe- 
tition. Judging by our own experience continuation of 
such competition would be of little value.”’ 


We think that the above correspondence proves our 
contention, made in the June issue, that “‘Packaging 
Competitions have been well conducted—they have 
done a good job—-manufacturers want them—the indus- 
try needs them—they have had capable judges—they 


will carry on.” 
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“DOING PRACTICALLY A PERFECT JOB” 


: Says Mr. C. M. Odell, President of the 
£m BURMA-VITA COMPANY 


~~ of the STOKES 












90-D”’ 

Tube Filling and 

Sealing Machine 

The satisfaction given to the Burma- 

Vita Company is duplicated in the ¢ 

plants of many other nationally known 

usersof STOKES “90-D” Machine. This 

is only one model in a complete line of 
Tube and Powder Filling Equipment 

which Catalog 34-F describes fully. 

WRITE FOR COPY 














STOKES “o0-D” Machine in the Burma-Vita plant. This 
company recently ordered a second “‘go-D” Machine. 


STOKES “90-D” Tube Filler and Sealer: Ap- 
plies “DiamonLock” Clipless Closure. Can be 
adapted to apply new WESTITE Hermetic Closure 


which makes possible the following advantages: 


FJ§ToKes MACHINE CO. 


1. Prevents closure seepage and corrosion 
2. Saves all clip expense 
Packaging Equipment since 1895 3. Shorter tubes used 
j 4. Prevents product deterioration 
5970 Tabor Road = Olney P. O. Philadelphia, Pa. 5. Uses simplified equipment 





Do You Bottle 
25 to 50 Gross a Day? 


Do you want a simple machine to 
do the job right,—and at low cost? 


—A machine that will handle a 
variety of small bottles—that you can 
change in a couple of minutes—that 
you can clean quickly for different 
products. 

The” Cinati Junior’’ Vacuum Filler has 
been made for bottlers just like you. 





You'll like it for its neat, accurate work—for its smooth 
operation—for its cleverly designed, well-made construction. 


THE KARL KIEFER MACHINE CoO. 
CINCINNATI 








Write for details and get 
our proposition 


P. Jorgensen A. J. Sterling M. C. Finn T. C. Kelly C. S. du Mont 
311 California St. 225 Broadway, Room 1209 10 High St. 222 W. Adams St. Windsor House, Victoria St. 
San Francisco New York City Boston Chicago, Ill. London, England 
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RUBBER | 
WINDOW WEDGES 


The Wedge of /000 Uses 





y STOPS 
RATTLES 


iN DOORS AND 
WINDOWS OF HOMES 


when displayed 


the BOSTITCH way 


Attached with Bostitch staples to a display 


card—individually or in groups—they have 


the advantage of a selling story that the 


product alone could not tell. They receive 
better display; first, because the card itself 
commands attention; and second, because, 
due to less danger of pilferage, the merchant 
will place them where they can be readily 


seen-—and bought. 


Inquire how Bostitch has helped = many 


manufacturers to build bigger sales through 
better packaging and better display. Use 


coupon or your letterhead. 


BOSTITCH SALES COMPANY 


City 





Name .. 


Addre SS 


East Greenwich, R. I. 


folders showing how Bostitch helps create 
also full information 


Please send 
more profitable sales displays . 
on Bostitch fastening methods 
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LUSTRSEAL MOLDED CAPS 


Concerning the new Lustrseal molded cap, just an- 
nounced by the Closure Service Company, Toled), 
Ohio, the casual observer might say that it would he 
unnecessary .o put the same amount of care and skill 
into a cap as into the basic design for a 50-story buili- 
Yet the design of a cap may be infinitely more 
important in its effects upon the nation’s prosperity — 
the year in and year out sales of many important 


ing. 


The cap, properly de- 
the package. 


products may be involved. 
signed, becomes the focal point of 
Every skilled painter observes the laws that control 
eye movement and gives the observer’s eye some point 
upon which it comes naturally to rest in his picture. 
The package designer knows that the cap is the point 
on which the eye comes finally to rest. The impres- 
sion made by the cap is often the final thing that makes 


or loses a sale. 


‘‘TEN QUARTS IN ONE 
QUART CARTON”’ 


(Continued from page 40) the United States but, ac- 
cording to Sparklet, good club soda only came into great 
demand after repeal. They intimate that in the good- 
old (and allegedly dry-old) days, it took more than soda 
to hide a multitude of sins in the then current potions. 
Even though you have seen inside the bright new 
Sparklet carton and have made your own club soda 
there are probably a few tricks you don’t know unless 
you read the attractive circulars bound with the carton. 
For instance, one simply leaves baking soda out of one’s 
favorite waffle recipe, pours the batter into the bottle 
charging it as one would water—presses the syphon 
lever, and squirts an aerated, creamy batter direct onto 
the waffle iron. The result is a fluffy waffle—safely on 
the alkaline side. 
and all sorts of pastries can be given the same treatment 
Home-made ginger- 


Cream and ice creams, mousses, 


with surprisingly smooth results. 
ales, root beers, ice cream soda and so on are just child's 
play with the trim silver package that’s inside this so- 
phisticated new Sparklet carton—the soda fountain on 
a tea tray. 




















ONTINENTAL CAN ComMPANY 


NEW 


That better packaging is 
a springboard to greater sales is a 
fact well supported by experience. 
Continental’s packaging service in- 
cludes those three essentials of good 
merchandising—research, design 
and package development. 
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ENGLISH 
BEEF STEAK 


KIDNEY STEW 


Kingan & Company introduces a new special line, “International 

Style Foods” to be displayed in grocery stores and meat markets 

by all of its agents. The design initiated by Arthur S. Allen is car- 

ried out on the new packages and makes use of the reverse side of 
label for recipes 


HOME RUNS FOR LITTLE PIES 


(Continued from page 38) all about them before she 
finally gets around to pay her bill,’ said Mr. Homchis. 
“But if the pies are right there when she pays for her 
other things—well, it’s different and our sales charts 
prove it.” This company is eternally hunting some- 
thing better. 

When this story was being eked out piecemeal be- 
tween interruptions, a rival company telephoned to 
learn where Acme got its new uniforms for driver- 
salesmen. Mr. LeCody gave the information imme- 
diately. ‘We don’t worry about imitations of any 
kind,” he said. ‘‘Remember, the imitator is always at 
least a step behind.”’ 

The drivers are salesmen, but so are the owners. 
Mr. Homchis had just arrived perspiring from a visit to 
an ‘‘ex-ex-customer.’’ The customer, having been 
promised delivery and failing to get it (an unusual 
thing for Acme) was through forever—longer than that, 
if it was plainer that way. Mr. Homchis had just been 
down there. He speaks seven languages and he said 
he used nearly all of them on that customer before he 
made an “‘ex’”’ of the “ex.” 

Acme started with two cooking kettles, a rolling pin, 
one small oven, five employees, two trucks and prac- 
tically no customers. Now, since last October, there 
is an auxiliary plant in Cleveland. In Detroit each of 
the 30 routes has an average of 120 stops against 40 
to 45 before the depression began for nearly everybody 
else. A capacity of 70,000 pies a day from three rotary 
ovens. Only 72 employees, but how they turn out pies! 

A truck used to bring in enough materials for the pies, 
but now the third of a million dollars worth of ingredi- 
ents a year are brought in by 160 railroad cars. There 
are distributors at Ypsilanti and Ann Arbor; the com- 








LUSTEROID 


gives you 


4 MERCHANDISING 
ADVANTAGES 


Lusteroid containers are unbreakable—hence ideal for 
shipment or use in situations where fragile glass would 
never do. 

Lusteroid containers can be had transparent or in any 
color or combination of colors. They readily accept 
printing, thus affording the fullest play for the use of 
effective design. 

Lusteroid containers are light—weighing only one-fifth 
as much as glass. For packages that must be carried 
by the user, this is a pronounced advantage. For 
shippers, Lusteroid’s lower weight cuts freight costs 
way down. 

Lusteroid containers are available in sizes from the 
smallest upward, with any type of closure. Their 
unique appearance, their advantages in use combine to 
interest and sell the ultimate consumer. Investigate, 
today. Write— 


LUSTEROID 


CONTAINER COMPANY, INC. 
Formerly Lusteroid Division of The Sillcocks-Miller Company 


10 PARKER AVENUE, WEST 
SOUTH ORANGE NEW JERSEY 
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in 5 minutes! 
MILLER -“economatie”’ 


wrapping machine 


ADJUSTS FROM ONE TO ANOTHER OF THE 
PACKAGES ILLUSTRATED 


The Miller “‘ECONOMATIC” Wrapping Machine can be adjusted 
in five minutes or less for packages ranging in size from a small 
cough drop package to a large biscuit package. It also cuts 
sheets from the roll, wraps and seals neatly and speedily with 
either “Cellophane” or waxed paper. The “ECONOMATIC” is 
being very successfully used in the wrapping of drugs, clothes pins, 
biscuits, tobacco, napkins, cake, coffee, soap, candy, dried fruits, 
greeting cards and a variety of other products. 


Write today for complete information. 


MILLER WRAPPING & 
SEALINGMACHINECO. 


14 S. CLINTON STREET. CHICAGO 
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pany is about ready to enter Lansing, the state capital. 
The trucks have been worked over until they are almost 
foolproof. The average load is about $150—and if 
another average can be estimated it is about two thou- 
sand big and little pies. The company still makes the 
10-in. pie with which it started 11 years ago, but when 
folks began to clamor for lower-priced food units a few 
years ago, Acme started to develop, on a big scale, a 
grocery and confectionery individual pie business. 

The company had just gone through a lot of expense 
remodeling the plant and equipment when the small pie 
urge came. But it didn’t hesitate; went right to work 
remodeling again, bought new trucks, changed truck 
interiors. Changed sales and display methods. 

Acme has competition of the stiffest kind. One com- 
petitor began business during the depression and is go- 
ing like a house afire. But the Acme outfit thrives on 
competition. Likes it. Only—will somebody please 
show ’em how to wrap a little round pie the right way 
and economically by machine instead of by hand? 


DEVISING THE NEW— 
AFTER 36 YEARS 


(Continued from page 33) separate elements of the de- 
sign were all included. The upper third of the label is in 
black, with the word ‘‘Pompeian”’ in gold at the bottom 
of this section and a small reproduction of the column’s 
motif placed off-center right above it. Four white lines 
on the gold surface of the lower part of the label carry 
the eye down to the product name and maker’s identifi- 
cation. This form of label serves to relate the product 
to the rest of the line, both by its separate elements and 
by its color scheme, yet proves unobtrusive on the bot- 
tle itself with which it blends to form a pleasing whole. 

On the rouge and cream rouge compacts, the wisdom 
of devising a distinctive and recognizable motif is 
clearly apparent. Here, because the products are used 
in public places, it would be undesirable for the name to 
be too strongly featured. Yet, through the use of the 
column motif, it was found possible to identify the 
product while beautifying the compact itself. A sharp 
embossing of the columns was utilized on the brass com- 
pact tops, backed up by a red lacquering of the back- 
ground circle. The circumference of the bottom por- 
tion of the compact is enameled in black, thus conform- 
ing to the color scheme of the large powder drums. 

The lipstick follows this same plan in the construc- 
tion of its identifying top, but here the lower portion of 
the stock (the part which holds the lip-rouge itself) was 
molded of cream colored urea plastic. Thus the en- 
semble effect consists of a short brass base, an inch 
long section of creamy cylinder and a shorter continua- 
tion of this cylinder in brass, the whole being sur- 
mounted by the red spot and embossing of the “‘pillars.”’ 

This in detail is the story of a thorough-going re- 
design job. The first step of research was followed by a 
careful development of new products and new pack- 
ages that would still retain that measure of good will 








nost 
d if 
10u- 
the 
hen 
few 
ce, a 


les 
Ty 
fi- 


ict 








earned by the old. The third step—advertising, mer- 
chandising and sales—is only beginning and it is too 
early, as yet, to predict results. However, the com- 
pany reports an unusual amount of trade and consumer 
enthusiasm, which, if maintained and encouraged by 
proper advertising and merchandising, will undoubtedly 
produce the desired sales results. 

Credit: To J. B. Richardson of W. C. Ritchie and 
Company for basic design; Ben Lewis, for modifica- 
tions and finished artwork; W. C. Ritchie and Com- 
pany and Waterbury Paper Box Company for powder 
boxes; Owens-Illinois Glass Company for astringent 
bottle and cream jars; Richard M. Krause, Inc., for 
labels and box wraps; Scovill Manufacturing Com- 
pany for rouge compacts and bottle closure; Chase 
Brass and Copper Company for lipstick container, and 
to Closure Service Company for closures on cream jars. 


WATCH YOUR SHAPE 


(Continued from page 30) nature of the individual prob- 
lem determines the final answer, but advance considera- 
tion of the needs of the product for visibility of lettering 
may prevent the choice of a hampering shape. 

A difference of opinion may be held on the compara- 
tive visibility of lettering on round versus square pack- 
ages. In favor of the square is the fact that the entire 
face is visible without distortion. The round has to its 
advantage the fact that it is visible from a wider side 
range and that it offers fewer opportunities for turning 
out of the range of vision. A rectangular package is 
either face-front or not. A round package may be- 
come partly turned askew while still maintaining much 
of its visibility. 

Since the choice area available on dealers’ shelves is 
usually limited, it profits the packager to plan his prod- 
uct so as to insure gaining such preferred position. 
In so doing, shape enters as a paramount factor, for 
articles of the same capacity can demand widely differ- 
ing shapes. In Figure 7 we see three packages of the 
same capacity, the first demanding two inches of shelf 
space, the second demanding six and the third calling 
for an equally great area. Obviously the first is most 
likely to be given eye-level shelf space, other things 
being equal. However, if the dealer stocks a number 
of units, he may prefer to pile them on the top of each 
other, in which case the third shape would be pre- 
ferred. 

Another package shape consideration which enters 
into the problem of securing adequate shelf display 
relates to the determination of the ideal height of the 
package for stock stacking purposes. Here, again, the 
package planner’s problem will vary in every industry. 
However, in most stores he will find that the tallest 
shelves are those below and above the ideal sight-line 
zone. Therefore, if other conditions permit, the wise 
packager will plan for a package height somewhat less 
than that of the average line-of-vision shelf-space. 
Where, however, his package is of a much smaller type, 








LOTOL—a processed latex 
— is compounded by the 
world's largest producer of 
latex. Its uniform quality is 


controlled from rubber tree to j : 
final compounding. atl * ble... F| 
x * : ae ” q 


The packaging field has taken to *LOTOL just as *LOTOL 
has taken to the treatment of paper and sealing of packages! 

Indeed, here the uses of *LOTOL are manifold... it 
greatly increases paper strength. It makes packages more 
resistant to wear, to moisture. 

And *LOTOL has proved to be superior as a sealing ma- 
terial. Unlike glue, it sets quickly, is impervious to temper- 
ature changes, is unaffected by water. It makes a permanent 
seal impossible to open without destruction of the package. 

*LOTOL — its application to the betterment of your prod- 
ucts, is well worth your most serious consideration. Any 
reasonable quantity necessary for test purposes will be sup- 
plied without charge or obligation. For certain instances 
where natural Latex is used, we are in position to supply 
all types. Simply write in describing thoroughly your prob- 
lem anda container of *LOTOL will be sent you at once. 


LOTOL 
NAUGATUCK 
CHEMICAL 


Division of United States f 
1790 Broadway 


Rubber Products, Inc. 
New York, N.Y. 
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he should plan for a package height which will permit 
of multiple stacking, as shown in Figure 8, without 
excessive waste of space between the top package and 
the next shelf. 

In seeking window display, the maker of a large size 
package will find himself at a disadvantage if the focal 
point of his design is in the lower two-thirds of his 
package-front. Since smaller packages and large ones 
on lower steps are likely to mask a portion of his pack- 
age, it is wise to anticipate this difficulty and to provide 
a design which is still legible and meaningful when the 
lower half or two-thirds of the package is hidden, 
as shown in Figure 9. 

A final elementary consideration, in planning for 
display, centers around the impression of size created 
by the product. In some cases, it is desirable to make 
the package seem as small as possible—in others the 
opposite is true. Much can here be accomplished by 
the studied choice of color schemes, but even more can 
be attained by a study of shape. In Figure 10 are 
shown three packages of the same volume. Since the 
width of the rectangular package will be less than the 
diameter of the squat round one, while heights will be 
identical, it can be accepted that the round will give an 
appearance of greater size. On the other hand, if the 
round were to be made with a diameter equal to the 
width of the rectangle, it would entail elongation of 
the element of height and would, again, result in the ap- 
pearance of greater volume. 

The seemingly simpler method of shortening the fore- 


and-aft dimension and thus securing a larger face for a 
given volume results in the appearance of greater size. 
However, this entailscertain dangers as the consumer may 
become conscious of the attempt to impress him and react 
unfavorably. It must be remembered that size impres- 
sions, in order to be effective, must be produced as 
subconscious impressions. 

In the case of rectangular packages (or of others when 
considered solely from the point of view of their po- 
sition on the shelf) the very elements which work in 
favor of the package when competing for shelf area (see 
Figure 7) work against it in so far as size impressions 
are concerned. The package demanding the least shelf 
frontage naturally presents the smallest appearance to 
the customer. Hence, each packager must decide 
upon the ideal mean between these two factors in this 
particular case. 

It has become apparent that there are a great number 
of factors which interplay to determine the ideal pack- 
age shape. The weight of these factors—material cost, 
ease of fabrication, ease of filling and sealing, conveni- 
ence and economy in shipping, and suitability for shelf 
and window display—will vary in every case. Some 
will balance out others to a greater or lesser degree, 
yet such balancing does not, in any sense, negate the 
importance of each separate factor. For the correct 
consideration of all factors, in their relative importance 
to the particular job at hand, will result in a properly 
shaped package and, hence, increased economy, con- 
venience, good-will and sales. 
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This modern method of sealing and closing collapsible tubes is a marked im- 
provement over the old method of sealing with clips. 


Note the attractive finish given to end of tube by the Colton Crimping Machine. 


Many production expenses are eliminated by this clipless closure—i. e., cost of ‘Kip’ 
clips, time required to replenish clip rolls—and maintenance expense of automatic : P Mis 
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clipping heads. 


A descriptive folder fully describing the Colton Closure sent on request.. 


ARTHUR COLTON CO. 
2600 JEFFERSON AVE., EAST Nhu 
DETROIT MICHIGAN 
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CONCORA LACQUERED CARTONS ARE USED FOR 


|e Co) bKo Cobian ole lod cole (-1 


Look at this page. See the difference in appearance be- 
tween the lacquered and the unlacquered surface e Your eyes tell you why lacquered 
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the eye and opens the purse e Your fingers tell you why lacquered cartons can be kept 
spotlessly clean—always. CONCORA lacquered cartons are stimulating sales for scores of 
companies. Write today for details on the moderate cost of this exclusive finish—the greatest 


news in the packaging world today! 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO @ Mills and Factories at Strategic Locations 


ive 








SS 








TRANSPARENT PACKAGE— 
IMPROVE SALES 


Developing a transparent container for a product 
whose visual display up to this time has been obscured 
by an ordinary paperboard carton has been brought to 
a successful conclusion by Durkee Famous Foods, Inc. 
The result may be seen in the accompanying illustration. 

In developing this package the company was con- 
fronted with several problems, the most difficult of 
which was to overcome the possibility of the sharp 
edges of the thirteen different whole spices and seeds 
piercing the transparent film bag. The Shellmar Prod- 
ucts Company cooperated in not only developing a 
commendable design, but also in the research to over- 
come these difficulties. It was found that by using two 





bags, one placed inside the other, it was possible to ob- 
tain a visual package of sufficient strength, not only 
to withstand the hard knocks of shipping and handling 
but also to overcome the likelihood of the bags being 
pierced from the sharp edges of the whole spices. 

The company’s purpose in developing a transparent 
package for pickle spice was to enable the consumer to 
see for himself the superior quality of the thirteen differ- 
ent whole spices and seeds which go to make up Gaunt- 
let Brand Pickle Spice. Worth attention also is the 
simplicity of the closure which permits a portion of the 
contents of the package to be used and the remainder 
sealed as it was originally when it left the factory. 
During the short time that this package has now been 
available to the trade, business on this product has 
exceeded expectations and indications are that a larger 
volume on Durkee’s Pickle Spice will be done. 





BECK AUTOMATIC 
ROLL SHEET CUTTEeS 


For Large Rolls in Quantity Production 


For Cellophane, Wrapping, Glassine, Waxed and 
Fancy Papers 
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Curl Remover and Cut Register Attachment 
are to be had only on Beck Machines 





Our DEMI SHEETER for Smaller Work 
Large Output — Sheets Piled Accurately 


Ask for Circulars 


CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia, Pa. 














Don't miss that 
VALUABLE IDEA for you 


im the next issue! 


The next issue of Modern Packaging, and the one after 
that, may have the exact idea you are looking for to 
open up a new market or to give your product a selling 
advantage over its competitors or to show you how you 


can package your products more economically. 


Don’t take the chance of missing these idea-full issues of 
Modern Packaging. Fill the coupon in now and send it 


to us. We will bill you later. 





MODERN PACKAGING 
425 Fourth Ave., New York 


Enter the following subscription to start with the next issue. 
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' gineers have helped hundreds of box — 
‘and carton plants and packagers every- 


oe 


‘. job. They can put new light on your Adhesive 


CAP those 
leaking profits! 


SAVE TIME - SAVE MONEY 


y PORTABLE 
ELECTRIC SCREW CAPPER 
(Patented) 

ANY CAP 
ANY CONTAINER 


PERFECT SEALING! 
UNIFORM, AIR- 
TIGHT, LEAK-PROOF 
VIALS, BOTTLES, 
JUGS, JARS 
USERS ARE CONVINCED 
A FREE TRIAL WILL 
CONVINCE YOU, too 
Write for details 


Jobbers & Agents: Some Territories 
Available 


SCIENTIFIC 
FILTER COMPANY 
5 Franklin Sq. - New York, N. Y. 
























_{dHESIveES are 
—"" tricky things. If the 
formula is just right the job 
goes through the plant like a 
song. But when the formula is 
wrong—*I*I*! Upaco Research En- 


where in developing Adhesive formulas which 
provide the perfect Adhesive for the particular 


problems—and, incidently, provide you with a 
distinct saving in many cases. 


UNION PASTE CO. 


200 BOSTON AVE. 
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RETARDING RANCIDITY 
IN FOOD PRODUCTS 


A comprehensive study of transparent colored wrap- 
pers for foods, ultimately leading to the development 
of “Sylphrap R. R. Old Gold,” a special rancidity- 
retarding wrapper, was described recently before the 
food division of the American Chemical Society of New 
York, by William L. Morgan, of Sylvania Industrial 
Corporation. 

To determine which of the sunlight rays were acceler- 
ators of rancidity, rancidity development tests were 
carried out with several hundred transparent colored 
films of various colors. The results, Mr. Morgan 
stated, soon indicated that the degree of protection 
did not depend upon the color of the films, as there 
were found very good and very poor reds, greens, yel- 
lows, etc., but they largely depended upon the amount 
of invisible ultra-violet rays and faintly visible blue 
rays absorbed. 

Whole series of yellow sheets could be practically 
identical in color and yet vary in rancidity-retarding 
value from no protection at all to a protection exceeding 
any of the green commercially available wrappers, Mr. 
Morgan explained. ‘These films, however, differed 
in their degree of opaqueness to ultra-violet light. The 
poor non-retarding yellow, green, etc., films were highly 
transparent to visible ultraviolet light, while the good 
rancidity-retarding films were quite opaque to this 
invisible light. 

“To secure the exact measurements necessary in 
developing the extreme high rancidity-retarding value 
of the new grade of Sylphrap, a special photoelectric 
cell was used, which was practically blind to ordinary 
visible light and was sensitive only to blue and ultra- 
violet light. The experimental data also show that 
red, orange, yellow and green lights have practically 
no effect in accelerating rancidity. 

“Many hundreds of tests upon practically all sub- 
stances known to become rancid have shown the new 
Sylphrap R. R. Old Gold to retard the development of 
rancidity in these materials for approximately 20 times 
as long as with the colorless sheeting. It protects 
potato chips up to approximately 40 days, or longer 
than necessary. Changes in aroma and flavor of wines, 
brandies, fruit juices, flavoring extracts and similar 
products by light are found to be practically prevented 
by the new sheeting.” 


THE MATERIALS OF PACKAGING 


(Continued from page 27) the following ten year period 
to 1916 showed a remarkable development in its 
various divisions, countless difficult problems of sealing 
were encountered. Scientific research was then in its 
infancy and closure manufacturers collaborated with 
their customers in developing satisfactory seals by 
trying out various ideas and types of caps, gaining 
experience and effecting improvements as they went 
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along. Cap manufacturers have spent much time, 
effort and money endeavoring to cope successfully 
with the problems of their customers, through the 
development of improved closures and improved 
packing and bottling methods. 

The past five years have witnessed important de- 
velopments. Closures for proprietary and prescrip- 
tion containers have largely supplanted corks. New 
type liners have been introduced and better lacquer 
and lithographing which is more resistant to the action 
of the packed product have greatly increased the value 
and use of metal caps for bottles and jars. Plastic 
molded caps have come into usage. 

The double shell screw cap with the bottom edges 
of the two component parts smoothly rolled under 
to permit hoppering has become widely popular for 
both narrow-mouth and wide-mouth glass containers. 
The outer surface of these caps can be lithographed 
in almost any color desired and is susceptible to at- 
tractive decorations or designs. Inner shells of tin 
or aluminum are supplied as required for safe contact 
with any particular product contained in the glass jar 
or bottle. This type of cap provides a positive seal 
and is found highly satisfactory on an increasing num- 
ber of products. The double shell metal cap has taken 
its place with molded caps of attractive design in 
supplying the demand for smart closures. One such 
metal cap has recently appeared with fluted sides 
that give a better grip for the fingers in opening. The 
generally used ‘“‘G’’ screw cap of single-piece metal 
construction has also had wide popularity because of 
its simple application. Some are supplied with pulp- 
board backing and various paper facing liners, others 
with flowed-in or rubber compound sealing agents. 
A more recent and much more satisfactory seal has 
been secured by crimping a cut rubber ring into a 
channel in the cap which holds it mechanically, and 
thereby permits the use of uniformly thick flat rubber 
that contacts the entire sealing surface of a jar and 
withstands heat variations or internal pressure. 

Both hermetic sealing and new processes for vacuum- 
izing glass containers have created problems of cap 
removal. One of the most satisfactory solutions of 
these problems is found in a patented screw cap which 
has a groove in the top into which an ordinary knife 
can be inserted. The leverage supplied by the knife 
enables the customer to loosen the cap easily with a 
simple twist. By the same process, jars containing 
products that are adversely affected by exposure to 
air may be tightly resealed during use. This type of 
cap, with rubber rings inserted, is now being used to 
vacuum pack in glass such products as coffee, tea, 
salad dressing, and food staples. It is also used in 
packaging jams, apple-butter, jelly, hard candy, pepper 
sauce, preserves, peanut butter, mayonnaise, pickles, 
olives, relishes, mustard, chow-chow, vinegar, etc., 
without the use of mechanically created vacuum. 

With the advent of repeal came many problems 
of combating substitution and adulteration in the 


liquor field. Efforts have been made by various com- | 
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“UL (MOLDED PACKAGES 


A plastic molded container attains 
outstanding value from the sales stand- 
point when designed particularly for 
the product it packages. 

Its lustrous finish and color combine to 
produce the appeal of striking beauty. 

Its permanent protection and after-use 
add the appeal of practical utility. 

And its complete individuality pro- 
duces the powerful selling appeal that 
comes with real distinction. 

If your merchandising requirements in- 
dicate the need of such a container, 
perhaps Chicago Molded Products Cor- 
poration can be of help to you. No 
organization possesses to a greater de- 
gree, the engineering skill necessary to 
get the most out of your design; none 
has more complete facilities for giving 


you what you want when you want it. 
There is not the slightest obligation in sub- 
mitting your problem. 


CHICAGO MOLDED 
PRODUCTS CORP. 
2142 WALNUT ST. CHICAGO, ILL 



















Designed for manufacturers’ 
printing plants, Chambon Auto- 
matic Printing Machines turn 
out high grade multicolor labels, 
wraps, carton and container 
blanks, tags, etc. Complete in- 
formation and cost analysis 
furnished to inquirers sending 
printed samples and data on 
production requirements. Write 
CHAMBON CORPORA. 
TION, 911 New York Ave., 
Union City, N. J. Western office 

at 608 So. Dearborn St., ° 
Chicago, Ill. 
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us quote you on your require- 

ments. Hundreds of dies and 

molds available for Lead and Tin 
Collapsible Tubes, Aluminum and 
Nickel Plated Cork Tops, Polished 
Coppered Can, Sprinkler Tops, Screw 
Caps, Aluminum & Colored Zinc 
Capped Corks, Lead and Tin Coated 
Spouts, Metal Specialties. Over 75 
years’ experience in meeting the needs 
of packagers. Call upon us for aid. 








Consolidated Fruit Jar Company 


New Brunswick * New Jersey 














A Perfect Host For 


Your Convention 


As one of Atlantic City’s finest and best managed Boardwalk 
hotels, the President is splendidly equipped to be a gracious 
and efficient host to your convention. Meeting halls, display 
rooms and private dining rooms combined with complete hotel 
service furnished to suit your occasion. 


Swimming Pool—Salt Water Baths—Sun Decks 
Bar, Grill and spacious Cocktail Lounge 


For Special Rate Plan and other information write to 


p> esident 


ATLANTIC CITY, NEW JERSEY 
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panies to develop a tamper-proof cap. Among several 
effective closures of this type one of the most satis- 
factory is a simple aluminum CT cap with a flanged 
aluminum guard band. The caps are applied in the 
usual manner and the guard bands are placed over 
them. The containers are then run through a special 
banding machine which locks the lower edge of the 
band under the bottle finish in such a way that it 
cannot be removed without being mutilated. A metal 
“‘pull’’ tab enables the purchaser to remove the band 
easily by tearing it. Both cap and band of this type 
can be lithographed. 

Probably one of the greatest advances made in the 
closure field generally within recent years has been 
the scientific attention given to the bacteriological 
and chemical reaction of liners to the materials pack- 
aged. Progressive closure manufacturers now provide 
expert laboratory service for testing liners so that a 
suitable recommendation in this respect is made for 
each particular product. 


IDEAS + PACKAGES = SUCCESS 


(Continued from page 24) Boots, Taylors, as well 
as by independent retailers, beauty shops, barbers and 
so on, at the fixed price of sixpence a piece. Refills are 
obtainable for all of them. So remarkably well have 
they gone that over two million pencils have been sold 
in the last nine months. 

One interesting feature of the Hack business is that 
no salesmen have been employed. The trade is wholly 
done through wholesale houses, who were approached 
in the first place by letter. However, when these prod- 
ucts are seen, they are so natty and useful that they sell 
themselves and, as an excellent profit is allocated to the 
distributors, it is not surprising that they have had such 
a great success. The neat colors of the phenol and 
urea resin containers are attractive and the pencils 
have had the distinction of obtaining the ‘‘Pack of the 
Month” award from a leading British trade journal. 

To sum up: Mr. Hack’s success has been due to his 
determination to keep his products easily within the 
buying range of the British mass market, his fertility 
in ideas and the thought he has given to packaging and 
presentation. He has not gone in for advertising to 
any extent, except for a limited use he has made of the 
trade press. In the shaving and tooth brush fields he 
has presented his products in such a way and has given 
them such advantages that the retailer has found it an 
easy job selling them. He has opened up almost an 
absolutely new field with his Anti-Thrax and Hax styp- 
tic and other pencils, finding styptic, for example, al- 
most a barbers’ perquisite, and broadcasting its useful- 
ness to the shaving public. His products can be said to 
be their own best advertisement. Mr. Hack is still in 
the middle thirties. He has covered an amazingly long 
business distance in a comparatively short time— 
and seems likely to go a long way further. 
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NEW IONA PACKAGES DRAMATIZE 
A & P CONSUMER SERVICE 


(Continued from page 22) tain they will cook well and 
“eat’’ well under home kitchen conditions. The A & P 
Kitchen operates as a tested cooking service for the 
benefit of A & P customers. This service is made 
available to them through the weekly A & P Menus 
which A & P publishes and distributes through its 


stores. The recipes which the Menus recommend have * 


been carefully tested in the A & P Kitchen. 

This tie-up of the Iona line with the A & P Kitchen is 
accomplished by printing tested recipes on the back of 
the packages. At the bottom of the package appears 
the line ‘“Tested Recipe from A & P Kitchen.’’ Thus, a 
woman who makes use of the recipe printed on the pack- 
age has the assurance of the A & P Kitchen that it has 
been tried and its merit proved. 

In this way, through the medium of the package, A & P 
further emphasizes the fact that it is going beyond its 
more obvious function as a sales outlet and is providing 
a real and helpful service to its customers. Taken from 
the standpoint of design, the package is an extremely 
handsome unit. But when it has been made to serve the 
function of more firmly establishing A & P service, then 
it is performing a serviceable and vital purpose. 

Mr. Arens pointed out the very interesting manner in 
which a large variety of recipes are indicated in so small 
aspace. This is done by devoting the first paragraph to 
general cooking instructions regarding the contents, 
which is followed by a specific recipe. In the case of 
beets, for instance: At the top there is a general para- 
graph from which twenty or thirty ways of cooking 
beets could be derived. Below this is a recipe for “beets 
in sweet-sour sauce.’ On another size can a different 
recipe appears, thus making for variety of menus for 
A & Pcustomers. These recipes sound so delicious you 
are tempted to buy the can and try them, which is ex- 
actly what they are intended to do. 

I noted, particularly, that the Indian head had been 
removed from its dominant place on the package, and in 
the new design had been delegated to a less conspicuous 
position on the side, obviously for its trade mark value. 
A modernized trade mark, of the Indian head, shown in 
profile, is now a small spot heading the recipes. 

A distinctive symbol of the A & P Kitchen in the 
form of a bowl and spoon, with the A & P monogram, 
appears conspicuously on the line immediately below 
the recipe. This ‘‘spot”’ is used extensively on the A & P 
Daily Menu sheets to designate tested recipes. A & P 
customers have come to associate this symbol with 
A & P quality and service. 

I asked regarding colors, areas, lettering, etc., which 
governed redesign. Mr. Arens pointed out that the de- 
sign showed the fruits and vegetables both as they ap- 
peared fresh from the garden, as well as in a dish, ready 
for serving. In order to accentuate the appetite appeal, 
color played an important part. Mr. Arens believes 
there is no color better than black as a background to 
bring out the natural bright colors of the fruits and 








15 TO 40 SEALED CARTONS 
PER MINUTE 





Our equipment comprises semi- and fully automatic 
carton sealing machines suitable for almost all pro- 
duction requirements. 

It is of solid construction, extremely simplified, yet 
efficient in production, AND, is very reasonable in 
price, priced from only $400.00 and up, f.o.b. our 
factory. 


TRY 


AMSCO 
PACKAGING MACHINERY, INC. 


122 CENTRE STREET NEW YORK, N. Y. 
VISIT OUR MACHINERY DISPLAY 
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INVESTIGATE CHAMBERS 


VARNISHING and LACQUERING MACHINES 
made by 


CHAMBERS BROTHERS COMPANY 


52nd St. cor. Media Philadelphia, Penna. 


MFGRS. OF PAPER FOLDING AND FEEDING MACHINERY 
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OVER 10,000 
PACKAGING EXECUTIVES 
CAME LAST YEAR 


There’s no secret about Hotel Sherman's 
popularity with Packaging Executives 
and Designers—they like the contacts 
they make there—they like the fine 
food—the comfortable rooms—the con- 
venient location right in the Loop close 
to everything worthwhile—they like 
the fact that you can drive your car right 
into Hotel Sherman, and, of 

course, they like the 
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vegetables. Black, by contrast to the orange in the car- 
rots and the light green of the peas makes a lively and 
conspicuous package. 

Mr. Arens considered it important to convey the im- 
pression of garden freshness of the Iona products, by 
means of certain elements in the design. The new de- 
sign shows the fruits and vegetables realistically as they 
appear first growing in the garden, and then in a dish 
ready to be eaten. The element of freshness has been 
dramatized in an extremely pleasant and emphatic 
manner, suggesting the idea of ‘‘from the garden to your 
table’’—without actually printing these words. The 
appetite appeal of this combination is hard to resist. 

The arrangement of the fresh vegetables and fruits 
forms a pattern that makes a frame for the lettering. 
Below this lettering, on each item, is the bowl of cooked 
vegetables that actually makes your mouth water. 
Color has been applied to the lettering to give interest to 
the front panel. Thus, the name IONA appears in yel- 
low lettering for Tomatces, green for Sauerkraut, light 
brown for String Beans, etc. The net weight and prod- 
uct designation always appear in white lettering on a 
black background, for fast reading. In all cases, the 
contents of the package are stated legibly. 

An especial feature of Iona vegetable packages is the 
Government grade designation, the words ‘‘Grade C” 
appearing in large letters. A & P was the first to ex- 
press its approval of the new Government grading plan, 
feeling that it would prove of benefit to consumers. 

I mentioned relative costs. The new package seemed 
to employ so many more colors, and I wondered if the 
printing job was actually more expensive. Mr. Arens 
told me that, except for the extra cost of varnish which 
makes the colors more brilliant, the printing cost should 
be nearly the same. The new labels employ the same 
four-color process as the old labels. Despite the fact 
that they are printed on a 100-line screen on a very fast 
press, it is an extremely good printing job. 

When I left Mr. Arens I was convinced that modern 
packaging for chain store selling is a great deal more 
than putting pretty designs on labels. It involves 
dramatizing the service that has been built up for its 
customers by The Great A & P organization. These 
new Iona packages will do more than stimulate buying 
of Iona vegetables and fruits. They will create new con- 
fidence in the A & P organization’s food vending service 
to the American people. 


MARSHMALLOWS IN MOISTURE 
PROOF BAGS 


The Imperial Candy Company of Seattle, Wash., 
has recently adopted a new flexible metal bag for its 
Societe Brand marshmallows. This new bag of metal 
foil printed in blue and white on silver is manufactured 
by Reynolds Metals Company. Package research 
laboratory tests, in which marshmallows were exposed 
to air maintained at 0-5 per cent relative humidity at 
SO deg. F. for 25 days, have shown the flexible metal 
bag to permit less than 1 per cent moisture loss. 





~~ 


N DEX 


OF ADVERTISERS 











ACME STEEL CO ; : ‘ ‘ ‘ ‘ : S ‘ 70 
ALUMINUM CO. OF AMERICA . : : : . Center Spread Special Offset Section 
ALUMINUM SEAL CO. : ; ; ‘ : ; : Center Spread Special Offset Section 
AMERICAN CAN CO. F : A ; : : . 65 
AMERICAN COATING MILLS, INC., CARTON DIVISION. ; , . : ‘ ‘ . 13 
AMSCO PACKAGING MACHINE RY, INC.. ; ; ; ‘ ‘ ° « 81 
ANCHOR CAP & CLOSURE CORP. é : . ‘ ; ‘ ; ‘ P . ‘ . &9 
BECK MACHINE COoO., CHARLES ‘ ; ; ; ; . 
BISMARCK HOTEL ‘ : ‘ ; ; , : ‘ . 82 
BOSTITCH SALES CO. : ‘ ¢ F . : ; 72 
BROOKS & PORTER, INC. ‘ 3 F ; ‘ ‘ ; Inside Front Cover 
CAPSTAN GLASS CO. ‘ . : ‘ , : ‘ : . &9 
CHAMBERS BROS. CO... ‘ : : : ‘ , , ; : ; ; . 81 
CHAMBON CORP. ; . ; ; . 
CHICAGO MOLDED PRODU CTS CORP. | P ; : , ; . a 
COLTON CO., ARTHU : ‘ . ee 
COMME RCIAL SOLVENTS CORP.. ; ; ; ; Insert 4-5 
ILIDATED FRUIT JAR CO ; ‘ , 80 

T/ =R CORP. OF AMERICA ; : . Insert 76-77 
CONTINE NTAL CAN CO : : . Insert 72-73 
CROWN CORK & SEAL CO. . | | | > Ue ee 
DENNISON MFG. CO ; ‘ ‘ . : , 57 
DEXTER FOLDER CO. . r : : : « oe 
a PTIAN LACQUER MFG. CO., THE Insert 16-17 
MPIRE BOX CORP. ee ; a Cee 
FERGUSON CO., J. L ‘ : : : : : ‘ , 19 
FORT ORANGE PAPER CO. . : P ; . 84 
GENERAL PLASTICS, INC. . ’ ‘ , j ‘ . Inside Back Cover 
HAMPDEN GLAZED PAPER & CARD CO 7 ; . Insert 12-13 
HEEKIN CAN CO., THE : ? : : 61 
HERCULES POWDER CO.. INC. : , , . Insert 68-69 
HYGIENIC TUBE & CONTAINER CO. ; ; , ; ; : ; . 69 
KIEFER MACHINE CO., KARL . ‘ ; , ; ; : : ; ‘ ; . 71 
LUSTEROID CONTAINER CO., INC. . ‘ . : ; F . | 73 
MILLER WRAPPING & SEALING MACHINE CoO.. ; ; : P : ; . . 74 
NATIONAL PACKAGING MACHINERY CO. . P ; ‘ : . 10 
NAUGATUCK CHEMICAL CO ; ‘ : : "75 
OWENS-ILLINOIS GLASS CO. ‘ 2 ; ‘ ‘* ; ; ; . ; P : . 20 
PACKAGE MACHINERY CO. . P ‘ ; F , : : F ; 4 ‘ . 67 
PHOENIX METAL CAP CO. . : , : , . ‘ : . , , : : 1 
PNEUMATIC SCALE CORE., LTD. ; , : P ‘ . ‘ : : ‘ 5 
PRESIDENT HOTEL . é ‘ ° . é ’ . F , - , F ° . 80 
RESINOX CORP. . ‘ ‘ ; ; ; ‘ ‘ ; F . F ; ; : . 
RIEGEL PAPER CORP ; , ‘ ; ‘ ‘ ; ’ . : : P : . 63 
ROYAL & CO., THOMAS M. . P . ‘ ; ; j ; ‘ : é , ; ae) 
SCIENTIFIC FILTER CO P ; ‘ ‘ P : ~ ; ‘ 3) “ae 
SHERMAN HOTEL ‘ : ‘ , ; R ‘ j : ; 82 
STANDARD-KNAPP CORP. ; : , : ; ; ; ; : ; . : 4 
STOKES MACHINE CoO.,, F. J. 4 ; ; ‘ : : f ‘ , 5 ‘ epi 
STOKES & SMITH CO. ee oh Ce ee ee S  .2.} 2 eee 
TOLEDO SYNTHETIC PRODUCTS, INC. . ; F : e : ‘ 7 . Back Cover 
UNION PASTE CO. ‘ . 78 
U. P. M. KIDDER PRESS CO. ‘ . 67 
U. S. AUTOMATIC BOX M ae RY CO., INC 10 
U. S. RUBBER PRODUCTS, IN ; E 75 
WHITE CAP CO. . ‘ ‘ ‘ ‘ ‘ . ‘ ; ‘ : , ; - : : ‘ - 15 


JULY, 1935 83 














“In the Quiet of These Hills a Monument Was Built” 








In the May issue we entered the Fort Orange 
property of more than one hundred acres 
through our historic and emblematic Gateway. 


From there the road leads on, by the banks 
of a stream, to the valley where lies the plant, 
surrounded by wooded hills, passing by the 
above unlovely scene of smokestacks, railroad 
tracks, switch engine, freight cars, and a pas- 
senger coach which, with more than one hun- 
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dred privately owned automobiles, conveys 
our employees to and from the Village. 


The scene is symbolic of the power that drives 
the machinery, the steam that dries the 
ground-up pulp by way of converting it into 
paperboard, to be printed in colors and de- 
signs, then fabricated into many millions of 
cartons which carry many, many articles from 
manufacturer to consumer. 
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The pioneer work which has been the 
most enthusiastically greeted was that 
done with the molded caps for our 
wide-mouth, screw-cap bottles.’ — 


The Merck Report 
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FOR FINE CHEMICAL PACKAGES 


Laboratory tests prove Durez is stronger, more chemically 
inert. Now being used on many types of packages. 





HE popularity of Durez for chemical and drug packages has steadily 
ae Several years ago Merck & Co., Inc., manufacturing chem- 
ists, performed exhaustive tests on all types of closure materials to 
find out which was the most suitable for use on their prescription chem- 
icals. These rigid tests proved Durez stronger and more chemically inert 
than all other materials tested. Today Durez is specified for all the molded 
caps used on the bottles of Merck Prescription Chemicals. 


These first Durez-capped Merck bottles were exceptionally successful. 
Thousands of voluntary letters were received from druggists praising the 
change. They praised the new Durez caps because they did not corrode or 
break; because they were so handy; and because they prevented dust and 
impurities settling on bottle lips. Now Merck is using an increasing 
amount of Durez on other types of packages. 


No matter what type of drug or cosmetics product you pack, you should be 
familiar with the advantages of Durez. There is scarcely a liquid, powder, 
or cream which can’t be packaged or sealed more safely, smartly and con- 
veniently with this modern molding compound. We'll be glad to send you 
more complete information and sample closures and containers. Write, 
General Plastics, Inc., 307 Walck Road, North Tonawanda, N. Y. 
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MOLDED COLOR by PLASKUN 


“The emergence of Plaskon as the colorful modern 
material for large machine housings occurred 
some time ago. But rarely does opportunity pre- 
sent such a complete picture of Plaskon merit as 
the new Hobart Meat Chopper for retail food 
stores. This machine weighs 130 lbs., and every 
chopper is built for Keavy duty. Its housing had 
to be beautiful, strong, sanitary. 

And, for perfect harmony in the schemes of many 
new and modernized stores, it must be furnished 


in various colors—delicate green predominating. 


TOLEDO SYNTHETIC PRODUCTS-IN 


TOtLeED O 


The selection of Plaskon—molded color—assures 
satisfaction on every count. 

The graceful sweeping lines of the green 
Plaskon housing; the skillful combination of plastic 
and brushed chromium zinc die cast parts are but 
two superior bits of craftsmanship which crown 
this beautiful and practical chopper as another 
Hobart accomplishment in design and appear- 
ance. It is also made with Bakelite housing. 


Molded by Kurz Kasch” 


—PLASKON PARADE. 
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